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PILLSBURY’S GEROT: Since the war—and tv—earnings have doubled. 
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fee feplils Mackeaniery ...| 
a time ta say “Thanh You" 165 times! 


We're sentimental at WTVR. That warm glow of gratitude and pride fairly overtakes 


: 
us on anniversaries. Gratitude to our 165 wonderful regular weekly clients, among | 
them America’s most distinguished companies. Gratitude to our loyal viewers, many 
of whom have been with us since April 22, 1948, the day we began commercial 

operation. And pride of being “The South’s First Television Station.” WTVR, Channel 6 | 
is Richmond’s only TV station operating in the preferred low end of the VHF Band. | 

We serve over 503,000 Television Homes throughout Virginia and North Carolina, 
with Maximum Power — 100,000 Watts, Maximum Height — 


1049 feet antenna. As always you can expect Maximum Results. 


We hope you will be with us on our next anniversary! 





CHANNEL 6 | 

he South's First Television Station 
ee WMBG 4* WGOD™™ WTVR VV | 
FIRST STATIONS OF VIRGINIA A Service of Havens & Martin Inc. 





WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Bolling Co. 








| k(gullli's NEW 


SUPER-TOWER’ 


*1170 feet above average terrain; 1234 feet 
above sea level. 


. NOW IN USE! 





















Now over 600,000 families live within the area 


covered by the new kgul-tv (Current Set Count: 
445,030.) AND Over 80% of These Families live 
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DELIVERING PRIMARY CITY SERVICE TO 
BOTH HOUSTON AND GALVESTON. 






L, 
within the new kgul-tv 0.1 MV/M Contour. i WA 
\ 
|= 
* Effective | N Y)| 
Population Families Buying Income Retail Sales | 
New 0.1 MV/M Contour 1,703,900 501,500 2,854,336,000 2,054,430,000 iN Wi 
Old 0.1 MV/M Contour 1,393,800 411,200 2,388,309,000 1,700,740,000 Nw Wa 
Increase 310,100 90,300 466,027,000 353,690,000 \ Y| 
Source: Sales Management, 1956 NZ 
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NOW kgul-tv IS THE ONLY STATION 
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GULF TELEVISION COMPANY 


Galveston, Texas 


Television for the rich Texas Gulf Coast Market 





HOUSTON - 


Represented Nationally by CBS Television Spot Sales GALVESTON 


| 0.1 MV/M Area 


fsa | Proven Penetration 
TtApproximately May 15, 1956 
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THESE ARE THE 
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250 Park Avenue 230 N. Michigan Ave. Penobscot Bidg. 
PLaza 1-2700 Franklin 2-6373 Woodward 1-4255 
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Glenn Bidg. 406 W. Seventh St. 1750 N. Vine St. Russ Building 
Murray 8-5667 Edison 6-3349 Hollywood 9-1688 Sutter 1-3798 
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EAST, SOUTHEAST 


WBZ-TV 
WGR-TV 
KYW-TV 
WW4J-TV 
WPIX 
KDKA-TV 
WCSC-TV 
WIS-TV 
WDBJ-TV 
WTVJ 


MIDWEST, SOUTHWEST 


WHO-TV 
WOC-TV 
WDSM-TV 
WDAY-TV 
WCCO-TV 
KMBC-TV 
~ WBAP-TV 
KFDM-TV 
KRIS-TV 
KENS-TV 


KBOI-TV 
KBTV 
KGMB-TV 


KMAU-KHBC-TV 


KRON-TV 


Boston 

Buffalo 

Cleveland 

Detroit 

New York 
Pittsburgh 
Charleston, $.C. © 
Columbia, S. C. 
Roanoke 


Miami 


Des Moines 
Davenport 

Duluth — Superior 
Fargo 


Minneapolis —St. Paul 


Kansas City 

Fort Worth — Dallas 
Beaumont 

Corpus Christi 


Tole alielilis) 


Boise 
Denver 


Honolulu 


Hawaii 


Tels Macelilatia:) 


VHF CHANNEL PRIMARY 


—l 
WwW 


unnwnuds ba oO Oo 


NBC 
NBC 
NBC 
NBC 
IND 
NBC 
CBS 
NBC 
CBS 
CBS 


NBC 
NI-e 
NBC 

NBC-ABC 
CBS 
ABC 

ABC-NBC 
CBS 
NBC 
CBS 
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. BIG TOWN — WSAZ-TV 


1. 

2. 

3. 

| 4, 

15, 

6. 

7 

WSAZ-TV has Ho. 
the audience 1} 10. 
sewed up in he 
the Huntington- 113. 
Charleston i} 14. 
television I} 15. 
market with i} . 
ALL TEN of the 1} 18. 
TOP TEN— I} 19. 
plus 23 out of = 
the top 25 22. 
shows* }23. 
ae 24. 

125 


. LORET A YOUNG — WSAZ-TV 
} ¥and all the top it 


too, according to ARB, 
Feb. 1956. 





GROUCHO MARX — WSAZ-TV 
PERRY COMO — WSAZ-TV 

THE BIG SURPRISE — WSAZ-TV 
DRAGNET — WSAZ-TV 

FIRESIDE THEATRE — WSAZ-TV 
GEORGE GOBEL — WSAZ-TV 

TRUTH OR CONSEQUENCES — WSAZ-TV 
BIG STORY — WSAZ-TV 

ROY ROGERS — WSAZ-TV 

FORD THEATRE — WSAZ-TV 
PEOPLE'S CHOICE — WSAZ-TV 
ROBERT MONTGOMERY — WSAZ-TV 
LASSIE — Station B : 
$64,000 QUESTION — Station B 
PEOPLE ARE FUNNY — WSAZ-TV 
WATERFRONT — WSAZ-TV 


. MEDIC — WSAZ-TV "Charleston, 


LIFE OF RILEY —WSAZ-TV 1 cHANNEL 3 
LUX VIDEO THEATRE — WSAZ-TV =o 
FATHER KNOWS BEST — WSAZ-TV 

SATURDAY NIGHT JAMBOREE — WSAZ-TV 





CAESAR'S HOUR — WSAZ-TV 
SRAND OLD OPRY — WSAZ-TV 















Letter from the Publisher 


The NARTB Convention 


In retrospect, the NARTB Convention in Chicago was probably 
the most successful in the 34-year history of the association. 

Commercially, it was a buying convention. The equipment exhibi- 
tors reported a rash of buying. Broadcasters purchased transmitters, 
towers, color film camera chains and other heavy gear right off the 
floor. Ampex, the sensation of the convention, left with over $4- 
million worth of orders. The film distributors reported spirited sales. 

The big transition that has occurred in the NARTB Convention in 
the past few years is that it has changed from a social gathering to 
an important market place for tv products and ideas. 

Harold Fellows, NARTB president, articulated the feeling of the 
majority of the broadcasters by reminding them of their basic 
responsibilities and also providing an answer to the “Carrie Nations 
of the kilocycles.” At the same time, he sounded a constructive note 
for action by advising broadcasters to use our own medium to answer 
critics and to present information about the public service contribu- 
tions of the industry. This suggestion was also put forward in this 
space last month. 

Convention keynoter, Robert E. Kintner, ABC president, proposed 
a constructive plan of action, advocating a study to show the reaction 
of children to late afternoon and early evening programs. His hard- 
hitting speech dispelled some of the myths widely circulated by 
groups whose chief avocation is battering away at the tv medium. 

The “selling” highlight of the convention was Oliver Treyz’s 
Television Bureau of Advertising large screen presentation, “Focus- 
ing Tv’s Spotlight.” Mr. Treyz revealed some interesting research 
on newspaper reading versus tv viewing habits in the Chicago mar- 
ket. It is this kind of original research that has provided agencies 
and advertisers with the needed tools of employing tv effectively. 

The FCC chairman, F. C. McConnaughey, posed many problems 
—none of which the FCC is close to solving. The knottiest of these 
is uhf and Mr. McConnaughey’s solution was to suggest that the 
industry underwrite a research program. He also commented that 
congressional investigations educate congressmen on the problems 
of the FCC. Most broadcasters would like to see the FCC educated 
on the problems of the broadcasting business. 

As to the mechanics of the convention, it appears now that NARTB 
faces a problem with respect to handling the over 2,000 registrants. 

The suggestion has been made that the convention be split between 
tv and radio with two days devoted to each medium. 

A special vote of thanks is in order to Joe Hartenbower, general 
manager of KCMo-TV, and Campbell Arnoux, president and general 
manager of WTAR-TV, co-chairmen under whose joint direction the 
highly successful NARTB program was planned and carried out. 


Cordially, 


9. Haul 
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familiar 
to 

every 
family 


WGAL-TV 


LANCASTER, PENNA. 
NBC AND CBS 


WGAL-TV's outstanding programs 
are completely familiar to 
917,320 TV families. Make this 
market's 3 2 million people, with 
$5'% billion to spend, familiar 
with your product. 








Channel 8 Multi-City Market 
Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 








316,000 WATTS 





STEINMAN STATION 
CLAIR McCOLLOUGH, PRES. 


Representotives: 


MEEKER TV, INC. 


New York 
los Angeles 


Chicago 
Sen Francisco 
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NOW THE FACTS ARE IN 






RePporR 


THE MEMPHIS AREA 


wecT 0.1 MV/M Coverage 


4) Counties 


sesReuarY e-14. ve9se 





ARB SPECIAL IK. 
PROVES WMC! 





AMERICAN 


mrerers 41 COUNTY SURVEY SHOWS CONCLUSIVELY WMEL 


BUREAU 


During the period of February 8th through 14th, 1956, the Ameri- 
can Research Bureau (ARB) undertook an area study of the 41 
counties within WMCT’s Memphis 0.1 MV/M coverage area. The 
results, in audience and in viewing preferences, confirmed beyond 
question ... 


. . THAT WMCT, MEMPHIS, IS FIRST IN PROGRAM- 
MING PREFERENCE THROUGHOUT THE 414,392 TELE- 
VISION HOMES WITHIN THIS AREA. 


.. THAT THE PREFERENCE FOR WMCT, GREAT AS IT 
IS IN URBAN MEMPHIS, IS OVERWHELMING IN THE 
279,392 TV HOMES OUTSIDE OF MEMPHIS, COMPRISING 
APPROXIMATELY 2/3 OF THE ENTIRE AUDIENCE. 


AN IMPORTANT TOOL FOR TIME BUYERS 


his is the first such territorial TV audience study made in the 


Memphis area. Always in the past, our ratings have been projected 
o get the total audience, since previous ratings were wholly urban. 
Now for the first time, this area study delivers both ratings in urban 
Memphis as well as the great area surrounding Memphis... . 
atings that show a much larger audience for WMCT than previ- 
vusly arrived at by projections of urban ratings alone. 


WHAT DOES IT PROVE? 


[his area study proves that most people in Memphis and the Mid- 
south like WMCT programs best. It is as simple as that. We have 
wogrammed to our entire audience, since our inception in 1948. 
Aemphis and the Mid-South viewers have come to expect from 
VMCT the programs that they prefer. It is a habit that has been 
vuilt over the years. 

We are continuing to analyze our audience, to program in 
heir best interests, constantly. 

Thus we have made friends out of our viewers . . . fast friends, 
»yal friends, who in turn become your loyal customers. 





HE FACTS PROVE 

Vy MCT's OVER-ALL dominance 
SUN. through SAT. (all quarter hours) 

WMCT leads in 197 quarter hr. periods 
Station “B” leads in 160 quarter hr. periods 





Station “C” leads in 105 Giese 





It is particularly significant that among the top shows 
with ratings of 30.0 or better, WMCT had | of the top 
18, station ''B'' had 5, station "C" had 2. 


THE FACTS PROVE 


We MCT's NIGHTTIME dominance 


In the 60 quarter hour periods in the times from 


7:00 P.M. to 10:00 P.M. (Mon. through Fri.) 
WMCT leads in 30 quarter hr. periods 
Station “B” leads in 23 quarter hr. periods 







Station “C’” BEERS Alte laciaemsl-ielelens 


THE FACTS PROVE 


WMCT’s DAYTIME dominance 


The figures below show a strong preference for WMCT 


in daytime quarter hours: 


7 A.M. to 12 NOON (MON. through FRI.) 


WMCT leads in 57 quarter hrs. out of 100 
Station “B” leads in 40 quarter hrs. eanamttll 





Station “C’’ leads in 2 quarter hrs. out of 65 


12 NOON to 5:00 P.M. (MON. through FRI.) 


WMCT leads in 45 quarter hrs. out of 100 
Station “B” leads in 33 quarter hrs. Manmtlt 






Station “C” [ERRhiiiy 4 Belrlacinuemeliamiue 





conclusively that through the day, everyday, most 
folks in Memphis and the Mid-South prefer WMCT 
by a wide margin. 


| | Thus, from 7:00 A.M. through 5:00 P.M., the facts prove 





NMPHIS AREA STUDY 
CiDOMINANT FIRST 


WMELIVERS... Brggest Audience...Greatest Coverage 
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100 1. Shelby, Tenn 22. Craighead, Ark 


2. Fayette, Tenn 3. Greene, Ark 

3. Hardeman, Tenn 24. Jackson, Ark 
00 4. McNairy, Tenn Woodruff, Ark 
5. Chester, Tenn 26. Monroe, Ark 
6. Madison, Tenn 27. Coahema, Miss 
7. Gibson, Tenn Tunica, Miss 
8. Dyer, Tenn DeSoto, Miss 








9. Crockett, Tenn Tate, Miss 
10. Haywood, Tenn Quitman, Miss 
Lauderdale, Tenn Tallahatchie, Miss 
Tipton, Tenn 33. Panola, Miss 
Pemiscot, Mo 4. Yalobusha, Miss 
1 ‘okemuereze) WATTS ° NBC BASIC Dunklin, Mo Lafayette, Miss 
rove Mississippi, Ark Marshall, Miss 
Crittenden, Ark Benton, Miss 
CHANNEL 5 Phillips, Ark Tippah, Miss 
Lee, Ark Union, Miss 
Owned and operated by THE COMMERCIAL APPEAL St. Francis, Ark Pontotoc, Miss 


Cross, Ark Alcorn, Miss 
Poinsett, Ark 





REPEAT PERFORMANCE 


February PULSE .. .15 Out Of 15 Top Once A Week Shows 
February ARB... .10 Out Of Top 10 Shows 
February PULSE . . .5 Local Shows in Top 10 Multi-Weekly Shows 


AND AGAIN IN MARCH 


March PULSE—Fifteen Out Of Fifteen Once A Week Shows 


MAR. FEB. 

Phil Silvers WHIO Tuesday 46.8 49.8 
Ed Sullivan WHIO Sunday 45.9 46.6 
I Love Lucy WHIO Monday 45.5 47.3 
$64,000 Question WHIO Tuesday 45.3 48.8 
Godfrey’s Talent Scouts WHIO Monday 45.0 47.3 
Burns and Allen WHIO Monday 43.0 40.3 
Navy Log WHIO Tuesday 42.8 44.5 
Climax WHIO Thursday 41.9 43.8 
Red Skelton WHIO Tuesday 41.3 45.0 
Mama WHIO Friday 40.5 38.8 
Our Miss Brooks WHIO Friday 40.0 43.3 
G.E. Theatre WHIO Sunday 39.8 

Robert Cummings WHIO Thursday 39.3 

Alfred Hitchcock WHIO Sunday 38.8 37.8 


Godfrey and His Friends WHIO Wednesday 38.1 40.9 
March ARB—10 Out Of Top 10 Shows—March, 1956 


Rating 
I Love Lucy WHIO 48.1 
Phil Silvers WHIO 44.3 
Lassie WHIO 43.7 
Navy Log WHIO 43.7 
Ed Sullivan WHIO 43.1 
Godfrey’s Talent Scouts WHIO 40.9 
$64,000 Question WHIO 40.3 
I’ve Got A Secret WHIO 40.0 
The Millionaire WHIO 39.2 
Godfrey and His Friends WHIO 37.8 
Top Ten Multi-Weekly Shows (Broadcast on Mid-Week Days, Mon.-Fri.) 
MAR. FEB. 
Little Rascals WHIO Mon.-Fri. 22.3 23.8 
Reporter, Sports Desk WHIO Mon.-Fri... 20.0 21.5 
Patti Page WHIO Tues., Thur. 21.8 21.5 
Front Page News WHIO Mon.-Fri. 16.5 16.5 
Movie Matinee WHIO Mon.-Fri. 15.7 16.0 
Tic Toc-Shop WHIO Mon.-Thur. 15.7 15.9 
Search For Tomorrow WHIO Mon.-Fri. 14.4 14.8 


Consistent high quality in production, promotion and 
merchandising in both spots and programs gives us a clean sweep of 
ALL ratings for two months running in the WHIO-TV area. For 
additional information on this amazing story on the size, wealth and 
set penetration of this vast audience see George P. Hollingbery. 
You'll get the full story on why WHIO-TV is truly one of America’s 
great AREA stations. 


Take Your Choice of Surveys and 
Youll Always Choose WHIO-TV 


One of America’s 
great area stations 


CHANNEL #@ DAYTON, OHIO 
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6,370,000 People Under One Tent 


*1956 ARB Metropolitan 
Area Coverage Study 
**Toledo ARB, 
February, 1956 


You Sell More on channel 4 





More people in more major cities in Mich- 
igan watch NBC television programs on 
WWJ-TV than on any other NBC affil- 
iate. In Flint, for example, WWJ-TV is 
“viewed most and next most” 312 times 
as much as any other NBC-TV station.* 


Or take Toledo and northwestern Ohio 
—a huge market in itself. Only WW J-TV 
reaches viewers with the full schedule of 
NBC-TV programs.** 


And so it goes in the hundreds of boom- 
ing communities throughout the great 
WW/J-TV extended coverage area. Spot- 
light your product before this huge 
audience under the Big Tent ... WWJ- 


WWITV 


NBC Television Network 
DETROIT 


Associate AM-FM Station WWJ 


~ 


FIRST IN MICHIGAN ® Owned and Operated by THE DETROIT NEWS 
National Representatives: PETERS, GRIFFIN, WOODWARD, INC. 
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ATV SUCCESS 
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© WALT DISNEY PRODUCTIONS 
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STORY THAT DWARFS) ALL OTHERS 











We’d be Dopey if we kept the news a secret! Fact is, ABC-TV has two 
towering successes in its Disneyland and Mickey Mouse Club shows. The 
Happy news about Disneyland is that every one of its advertisers has re- 
newed until the fall of 57... making the show a complete sellout. Small 
wonder — because this award-winning program (an Emmy, this year and 
last, among others) has been a top-tenner ever since its first performance. 
And, as for the Mickey Mouse Club, it’s awakened the Sleepy world of day- 
time TV with a start... simply by being the top-rated daytime show ever 
since its premiere. And what sponsor could be Grumpy about acost per 
thousand homes of 68 cents (lowest in daytime and nighttime TV)! Ob- 


viously, this low, low price is just what the Doe ordered for low-cost, high- 





potency television. Many of the Mickey Mouse Club sponsors have renewed 
for the ’56-’57 season. If you’d like to join them, don’t be Bashful. Get 
in touch with your ABC-TV rep now! 





HEY, WHAT ABOUT ME? 


Sorry, Sneezy, we had to leave you out. 
} This success story is nothing to sneeze at! 





ABC TELEVISION NETWORK 
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TELEPULSE RE- CONFIRMS 




















nates... 


BUA WEEKLY™ 


SHARE Ht AUDIENCE 
ee - 4% 
_ oo 

















First in Total Audience in 20 of the 26 Counties ° First in Every Program Period Day 
and Night * More Than Twice the Audience of the 2nd and third Stations Combined. 


























Jentebs 986 [tome Mim me] Ree [ atm ie] nome [time || ane 
KCMC-TV | 60 | 54 | 58 || 61| 52 | 55 || 89 | 65 | 63 |58% 
“Station “B" | 14:1 18 | 12'j)17 | 15 | 14 lj — | 16 | 14 |] 14% 
_Station “C" oO p06 | 11 witl 4d io oO 1.10 | 13 =| 12% 
Misc. B67 12 *| 19-4 99-122 | 16 5 9.1410 I 16% 


















































PLUS ..- Substantial Audience in 17 Additional Counties in 4 states 


KCMC-TV ...... 


CHANNEL 6 
Texarkana, Texas-Arkansas be I 6 | j 8 4 0 
MAXIMUM POWER PY SETS 


Represented by =: 
Venard, Rintoul & McConnell, Inc. {Television Magazine — March 1956) 


Walter M. Windsor Richard M. Peters 
General Manager Director, National Sales & Promotion 
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Television Age 


39 SPOT SPENDERS 


Growing regional ad budgets 
are spotlighted by TvB totals 


44 READY TO BUY COLOR? 


Pulse survey shows New Yorkers are 
—and may want to keep old sets, too 


46 FAMOUS FAMILY 


The Pillsburys prove pioneers 
in tv as in the flour industry 


48 SOFT DRINK MANUFACTURERS 


Video sparkles sales 
of sparkling beverages 


50 SALES MUSIC 


After a local start for Dodge dealers, 
Lawrence Welk quickly geared to network 


100 TELEVISION COUNTY ESTIMATES 


The ARF and Census Bureau tally 


tv receivers county-by-cou nty 


Cover: Anthony Saris 


DEPARTMENTS 


81 Washington Memo 
A second glance at allocations 


Publisher’s Letter 
Report to the readers 
87 Wall Street Report 


Tele-scope 
The financial picture 


What's ahead behind the scenes 
93 Spot Report 


Business Barometer 
Digest of national activity 


Measuring the trends 
113 Set Count 


Newsfront 
Market-by-market figures 


The way it happened 
113 New Stations 


Film Sales 
The openers’ openings 


The month’s contracts 
125 In the Picture 
Portraits of people in the news 


On Film 
Suppliers, service news 
128 In Camera 


Network Schedule 
The lighter side 


The May line-up 


@ Jacksonville 


\ LONG SEE 


WMBR-TV’s signal gets 
around—reaching 374,000 
area homes with the highest 
rated shows, national 


and local. 


ible to Viewing 3 or 
receive more times 
WMBR.-TI weekly 


Gainesville, Fla. 100% 99% 
(73 miles) 


Brunswick, Ga. 100% 100% 


(77 miles) 
Waycross, Ga. 98% OT % 
(77 miles) 

Ocala, Fla. 96% 76% 
(102 miles) 

Daytona Beach, Fla. 
(90 miles) 


Tallahassee, Fla. 55% 27% 
(169 miles) 


Data from ARB Metro. 
Area TV Coverage, Jan. 1956 


WMBR-TV 
Jacksonville, Fia. 
Channel 4 
CBS Television Spot Sales 
Operated by The Washington Post 
Broadcast Division 
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in IOWA: 








KRNT-TV AGAIN 


Sweeps Ratings 


§ our or top 2O 








9 out of top 10 Multi-Weekly Shows {NEW A-R-B 
9 out of top 10 Once-A-Week Shows REPORT! 






















MULTI-WEEKLY 
1. 10:00PM News 
(Russ Van Dyke)......... 10:00PM 
2. News and Sports (Russ Van 
Dyke-Al Couppee) ....... 10:15PM 
2 At teeter ............. 1:45PM 
4. Bill Riley's Little Rascals.... 5:15PM 
5. Captain Kangaroo .......... 8:30AM 
6. Guiding Light ............. 11:454M 
]. Garry Moore .............. 9:15AM 
8. Local News (Paul Rhoades). 6:00PM 
9. Doug Edwards News........ 6:15PM 
Re: 4:00PM 












KR 


CHANNEL 8 IN IOWA 
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DES MOINES TELEVISION 


NOM 


35.4 


26.6 
20.0 
19.9 
18.3 
16.8 
16.3 
16.0 
15.9 
15.9 


Ft 


ONCE-A-WEEK 
) . Seeeereeiete 58.8 
2. $64,000 Question ......... 540 
3. Ed Sullivan Show......... 491 
4. What's My Line..... ..... 45.7 
3 eee 43.8 
ee 430 
7. Lux Video Theatre........ 40.5 
8. December Bride .......... 39.4 
9. The Lucy Show........... 39.0 
0. Person to Person......... 37.3 


Katz Has The Facts On That— 


Very Highly Audience Rated, 
Sales Results Premeditated, 


CBS Affiliated 


Station in Des Moines! 











In the SPOTlight 


current productions making 
sales records 





Agency: Dancer, Fitzgerald- 
Sample, N. Y. 
Client: Falstaff Beer 





Needham, Louis & Brorby, 


Agency: 
Chicago 
Client: Johnson’s Wax 





Agency: McCann-Erickson, N. Y. 


Client: Esso 

é ’ y 

: ; inc. } 
( » rs . ‘ 

oo Ne \ i” “a” 


1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 














| 444 Madison Avenue, New York 22 


Esso Story 
1 enjoyed very much reading the 
cover story on Esso Standard Oil. . . . 
You mention “whim and caprice”, as 
prevalent in advertising. Our company 
has tried diligently to eliminate this 
sort of threat to sound decision-mak- 


| ing. It is most gratifying to hear the 


| opinion which you express in this 


article—that Esso has steered a straight 
and stable course. We hope it has also 
been a wise course and a socially re- 
sponsible one. You have summed up 
very well our view that quality prod- 


| ucts are the first concern of a company 


like ours and that truthfulness in ad- 
vertising, whether by newspaper, tele- 
vision, radio or whatever means, is a 
vital requisite to leadership. 

... | repeat, please accept my thanks 
for the article and its many friendly 
references to our advertising program. 

STaNLey C. Hope 
President 
Esso Standard Oil Co. 


It was a_ pleasure and we 


appreciate . . . such a complete story 
of the Esso Reporter's activities. . . . 
R. M. Gray 

Manager 

Advertising Division 


Esso Standard Oil Co. 


Baseball Collector 

I read with interest your article 
“Baseball Score” beginning on page 
41 of the March, 1956 issue of TELE- 
VISION AGE. Should the article be is- 
sued as a reprint I would be interested 
in obtaining some copies. I am a col- 
lector of baseball material and have 
one of the largest privately owned base- 

ball collections in the country. 
Kart WINGLER 
Fort Wayne, Ind. 


| Authoritative 
Thanks for the fine story “Sold on | 
Film” in the April issue. You boys | 


(Continued on page 21) 












_ 


gift-wrapped 
on 


WNHC-TV 





STANLEY HAMER 
time buyer 


DANCER- 
FITZGERALD- 
SAMPLE 


SayS: 





“WNHC-TV's 
‘Time Package’ 
is more than 
fancy ribbons. It's 
a real wrap-up of all 
the elements a time 
buyer dreams of --nearly 
a million TV families in the 
nation’s richest State where 
effective buying income is 
129 per cent of the national 
average-- plus merchandising, 
courtesy announcements, 
newspaper ads and letters to 
the trade. These are items that 
time buyers can’t ignore.” 


Call Your Katz Man 
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UM POWER 
omes 948,702 





covers connecticut completely 
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TELECASTING FROM TEXAS’ TALLEST TOWER 
(1685 FEET ABOVE AVERAGE TERRAIN) 


is the greatest sales stimulating medium in... 


The Top O’ Texas Market 


where sales total, each year, more than...... 


$102,034,000° 


for home furnishings - appliances - radios - tvs 





The Top O' Texas Market means 42 counties 
in which live more than 2,250,000 people 
who own in excess of 564,080 television 
sets. And no other medium sells the Top O' 


Texas Market like KRLD-TV, Channel 4. 
| 
e BIGGEST but = BIGGEST market in the BIGGEST State 


Owners and operators of KRLD, 50,000 Watts 
The Times Herald Station... The Branham Co., 
Exclusive Representative. 

JOHN W. RUNYON CLYDE W. REMBERT 
Chairman of the Board President 
















*Source: 
U. S. Census 
of Business, 195° 
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World's most unique 
IV antenna installation! 


PROVIDES SAVINGS UPWARDS OF $500,000 
This unique antenna installation was developed by RCA and Ideco to meet the special 
needs of Stations WFAA-TV and KRLD-TV which have relocated transmitter sites 


and increased power in order to deliver greater coverage to the rich Dallas-Fort Worth, 
North Texas market area. 
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MULTIPLE ADVANTAGES 


The RCA “Candelabra” represents a radical approach to TV antenna design. It promises 
broadcasters who desire the same antenna location such advantages as equal height 
and simplified transmission line installation combined with the economies of a common 
tower and single-site erection and construction costs. Through it, maximum height 
allowable under aeronautical regulation may be achieved for both antennas. 
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$250,000 SAVINGS PER STATION 


The cost of the complete Hill Tower installation, including tower, antennas, trans- 
mission lines and erection was close to one million dollars. Actual saving to each station 
is estimated at $250,000—a total of a half million for the two. The tower was 
purchased and is operated by Hill Tower Corporation, which is owned jointly by the 
two stations. 
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WORLD’S SECOND TALLEST MAN-MADE STRUCTURE 


The height of the tower from base to top of antenna is 1521 feet. This two-in-one 
antenna installation is the second tallest man-made structure in the world. 


Atop the tower is mounted the antenna platform, 80 feet across and 12 feet high. 
It is triangular in shape to fit the tower’s cross-section pattern. The RCA antennas 
occupy two of the corners . . . with a counterweight on the third corner. 


Waravey  s 


ASK YOUR RCA BROADCAST SALES REPRESENTATIVE... 


Your Broadcast Sales Representative will be glad to answer your questions about 
television antennas and show you how RCA can provide you with the kind you need. 
In Canada, write RCA VICTOR Company, Ltd., Montreal. 





OTHER INTERESTING FACTS ABOUT “HILL TOWER” 


WFAA-TV ANTENNA. RCA Type ELEVATOR for carrying personnel up 
TF-12AH for effective ragiated power of the tower to the 1435-foot level. Oper- 
316 kw. Height 82'9”. Channel 8. ated by new electronic control system. 

KRLD-TV ANTENNA. RCA Type CATWALKS run out from elevator land- 
TF-6BM for effective radiated power of ing in center of platform to three corners 
100 kw. Height 82’'9”. Channel 4. of platform, for necessary maintenance. 
Both antennas are designed to withstand LINE-OF-SIGHT DISTANCE, tower 
winds anticipated at high altitudes. top to horizon, approximately 60 miles. 





Tower 
structure 
nearing 
half-way 
mark. 
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KSYD-TV 


WICHITA FALLS 
leads in 64... 


twice as many 
as Station “BY” 


THE SCORE: 64 to 32 


Sunday through Friday 
6:30 to 10:30* 











The leading carrier of 
National Spot business in 
the Wichita Falls market 
according to Rorabaugh 


Reports 


CHANNEL 


Syd Grayson 
General 
Manager 
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Exclusive CBS for North Texas 
and Southern Oklahoma 
Hoag-Blair Company 
Nat'l Sales Representatives 


*Wichita Falls Metropolitan 
Area Telepulse for March 
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Letters (Continued from page 17) 


really did one of the best jobs in the 
industry . . . complete, authoritative 
and interesting. 
Sy WEINTRAUB 
Flamingo Films 
Fine Job 

The color work in your magazine is 

wonderful. You have done a fine job. 
H. B. Witcox 
Atlanta Journal—Atlanta 
Constitution 

Industry in Accord 

I thought the article “Sold on Film” 
was splendid. It was very interesting 
to me to see how many industry people 
were in accord, Articles of this nature 
are extremely valuable. 

Ricnarp H. ULLMAN 
Richard H. Ullman Inc. 
Buffalo, N. Y. 
Arney Pleased 

1 am deeply grateful to you for send- 
ing me an advance copy of the issue of 
TELEVISION AGE for April. I have read 
the article which Bob Richards pre- 
pared about me and I am surprised 
that he was able to get so much good 
out of a rather undistinguished career. 
If I didn’t know the subject of this 
article so well I would think he was 
quite a guy and maybe some of the 
readers will be fooled. . . . 

Retirement right now looks pretty 
good to me because I am frankly pret- 
ty well tired out. I have a very definite 
feeling that it won’t be very long, how- 
ever, before | am back in some sort of 
active connection and I look forward 
to many pleasant contacts and associa- 
tions with you fellows. 

C. E. ARNeEY Jr. 
NARTB 
Useful Series 

Partially the result of your com- 
prehensive January article on home- 
building and real estate, we have pro- 
duced a one-minute, fully-animated 
color film for Genell, Inc., developers 
of Dallas’ Northwood subdivision. 

While many Dallas real estate firms 
have used television, this is the first 
full animated color film produced for 
a land developer, to our knowledge. 

A singing jingle, with chorus and 


| orchestra, provides the sound track. 
| Incidentally, there are compatible black 


and white prints for this is 35 mm film. 
Keep up your excellent coverage of 
(Continued on page 25) | 


Represented Nationally 
by MEEKER TV 














...and how we love it! 


Here’s why—in 58 out of 60 
quarter-hour periods between 
3:30 and 6:30 p.m. (Mon. thru 
Fri.) WNDU-TV has the #op- 
rated* programs. 


What’s more—over half the 
top-rated weekday programs 
between 3:30 and 11:30 p.m., 
both network and lecal, are 
now on WNDU-TV. 


These gains reflect the pro- 
nounced success of WNDU-TV 
in all rating periods. More 
proof that your advertising dol- 
lar does a better job in the 
South Bend-Elkhart market 
with WNDU-TV... for full de- 
tails call Meeker today! 





* Source: ARB February 8-14 
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Familiar to television audiences from coast 
to coast is The Whistler. .. and famous are the 
stars who accompany him in pursuit of 
suspense and high-impact drama. Stars like 
Paul Kelly, Miriam Hopkins, Audrey Totter, 
Maureen O’Sullivan, Lon Chaney, Howard 
Duff, Patric Knowles, John Ireland, Barton 
MacLane,Tom Brown, Marguerite Chapman, 
Charles Winninger and Les Tremayne. 





The Whistler is television’s master story- 
teller. His tales of mystery and intrigue are 


second to none for sheer excitement and 











suspense. And every half-hour program is a 
masterpiece of skilled production and artful 
direction. The result is that, wherever he 
appears, The Whistler attracts substantial 





audiences right from the start... consistently 
walks away with the highest ratings in its 
time period in many areas. (Two examples: 
In Spokane, a 3-station market, The Whistler 
draws a 28% larger rating than competing 






shows on the other two stations combined. 
In Montgomery, Ala., it’s the highest -rated 
syndicated film on the air.*) 

















To build the prestige and the sales that 
come from sponsorship of a major dramatic 
vehicle, call or wire the distributor of the 
fastest -moving films in television . .. 


_ CBS Television Film Sales, Inc. 
St. Louis, Dallas, Atlanta. In Canada: S.W. Caldwell, Ltd 








IMAGINATION scores an 
international first for KOMO-TV, Seattle 





KOMO-TV’s Chief Newsreel Cameraman, Merle Severn, develops 
unique fast-processing method for color film. 

Color television history was made at 6:30 P.M., 
February 20, 1956. The program: “DEADLINE,” 
nightly news program over KOMO-TYV, Seattle. The 
event: the first time anywhere, on any screen, viewers 
saw in full color, local news events filmed the same day— 


processed in about 90 minutes ! 


Imagination, we feel, is responsible— demonstrated by, not only the personal 
inventiveness of Merle Severn—but the imagination and enthusiasm for color 
television that prevails at KOMO-TV— in engineering, in 

programming, sales, throughout the station. 


Color or black and white, viewers and advertisers alike look to Channel 4 


for television leadership in Seattle and Western Washington. 





for greater influence in Seattle & Western Washington 
CHANNEL 4 NBC the COLOR station 


GET THE FACTS FROM YOUR NBC SPOT SALES REPRESENTATIVE 


24 May 1956, Television Age 
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SHREVEPORT’S 


Se 


TY NEWS & 
WEATHER 
are on 


SLA- 


DON OWEN, 
KSLA-TV News 
Director 





AL BOLTON, KSLA-TV Weatherman 
at the weather board. 











J 


6:00 PM NEWS 
AND WEATHER 
KSLA-TV..... 30.9 
Station B 


10:30 PM NEWS 
AND WEATHER 
KSLA-TV..... 14.6 
Station B 








Based on ARB Survey on television 
viewing — week of March 8-14. 


© Full time local film photographer 

© Full time local reporter 

© A. P. Wire Service 

® Direct wire to U. S. Weather 
Bureau 

® Proven audience acceptance 


Full Power Basic CBS-TV 


See your Raymer man 
for full details. 


KSLASS 


FIRST IN SHREVEPORT, LOUISIANA 


Letters (Continued from page 21) 


local success stories. Everybody at 

Keitz & Herndon reads TELEVISION AGE 
from cover to cover. 

L. F. HERNDON Jr. 

Keitz & Herndon 

Dallas, Texas 


Likes Art, Color, Content 
I want to tell you I was very much 
impressed with the art and color work 

and also the editorial content. 
NILEs TRAMMELL 
Miami, Fla. 

More Reprints 

We find that we need more reprints 
of the series of success stories. Please 
send us five more of Number one 
Bakeries, Dairies, 
Banks & Savings, Dry Cleaners and 


through seven: 


Laundries, Grocery Stores and Super- 
markets, 
ings, Home Building & Real Estate. 


Furniture & Home Furnish- 


Also, please consider this a firm or- 
der for ten copies of each new one. 
Epna K. HANNA 

Promotion Manager 

KTVW Seattle-Tacoma 


You're doing a wonderful job on the 
current series concerning advertiser 
categories. We’ve ordered a series of 
reprints and believe me they come in 
handy. Keep up the good work. 

Rosert H. WALTON 
Local Sales Manager 


wtwo Bangor 


Topsy Turvy 

A short five-months period has 
seen some strange goings on in 
the Tuesday 8 to 8:30 p.m. net- 
work television ratings depart- 
ment. 

Last September 13 Nielsen 
ratings gave the NBC-TV Berle- 
Raye-Chevy combination 38.7, 
Navy Log, on CBS-TV, 15.8 and 
Warner Brothers, on ABC-TV 
15.7. 

Feb. 14, almost exactly five 
months later, 
gives the Warner Brothers show 
on ABC-TV a rating of 32.7, Phil 
Silvers on CBS-TV 32 and Berle- 
Raye-Chevy on NBC-TV 29.2. 

This is an exact reversal of 
order of the three networks for 


the same service 


the period. 


YOUR 
BEST 


TELEVISION 


BUY 


195 = 20 
TOP 
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ge THE OAY- 
5 AUDIENCE 
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* LEADS IN 


150 


OUT OF 


168 


NIGHTIME QUARTER-HOURS 


*Based on ARB Survey of television 
viewing — week of October 9-15. 


PAUL H. RAYMER COMPANY, INC. 
National Representatives 


KSLASS 


FIRST in Shreveport, Lovisiana 





@ NOW FULL POWER 


e@ BASIC as TELEVISION 
AFFILIA 


@ 29 MONTHS ON AIR 
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BACK HOME IN INDIANA 








We Hoosiers are proud of our native sons who have gone out 


to win fame in the world of entertainment... Clifton Webb, Red 
Skelton, Hoagy Carmichael, Herb Shriner, but we are proud, too, 
of the Hoosiers in our own backyard. 


We have profound respect for our local and loyal viewers of 
WLBC-TV right here in Muncie. These are the people who make 
Muncie the heart beat of middle America: Middletowne, U.S.A. 
That is why WLBC-TV is the ideal market for your test cam- 
paign. For Muncie is the nation’s television test tube market and 
WLBC-TV leads the nation in the number of hours viewed 
per week. 





é ; 
tube for TV 


The nation’s test 
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Prosperous Convention 

High level of industry prosperity was evident at the 
NARTB convention—and was the number one topic of 
conversation among exhibitors. Both tv film people and 
equipment manufacturers agreed that this was the best 
business convention in years. This impression was magni- 
fied by the anaemia of the industry gathering a year ago 
in Washington. Next year: Chicago again. 


$20 Million for KRLD-TV-Paper Package 

An offer of $20 million for KRLD-Tv Dallas, am and fm 
stations KRLD and the 165,000-circulation Dallas Times- 
Herald has just been refused. The package proposal was 
voted down after careful consideration and a higher offer 
may be forthcoming from the unsuccessful bidder. John 
W. Runyon is president of the Times-Herald Printing Co. 
which owns the newspaper and chairman of the board of 
the television station. Clyde W. Rembert is president of the 
tv station. 


Inside Tip on Ampex? 

Interest in Ampex stock began to develop before the 
demonstration of their new television tape recording de- 
vice on Saturday just before the NARTB convention. After 
rocking along at around $14 a share this over-the-counter 
stock suddenly climbed three points to $17 a share just 
about the time the tape was perfected. (For story of Ampex, 
see Wali Street Report, page 87.) 


Ansco to Use Tv Again 

Last year’s tv spot tests for Ansco Photo, a division of 
General Aniline & Film Corp., proved so successful the 
company is slated to run them again. The company will 
most likely again use a 13-week campaign starting the end 
of May or early June in Atlanta, Washington, Harrisburg, 
Elkhart, Akron, Albuquerque, Denver and Yakima. Benton 
& Bowles, N. Y. is the agency. David Wedeck is the time- 
buyer. 


Trans World Plans Soon 

While no new advertising plans are as yet formulated 
for Trans World Airlines, Inc., following its agency switch 
from BBDO to Foote, Cone & Belding, N. Y., they may be 
expected soon. Broadcast media buying is being handled 
by Arthur Pardoll, director of that department at FC&B. 


Temple, Children and Television 

The impact of tv advertising on children from three to 
six was the subject of a recent pilot study at Philadelphia’s 
Temple University. Of the 213-family sample, 73 per cent 
said their children asked for candy and soft drinks adver- 
tised on tv—and 62 per cent got them. Similarly, 76 per 
cent of the youngsters asked for food seen on tv, and 67 


per cent got it. But when it came to toys, the parents 
showed greater resistance: More than half the kids asked, 
but only 32 per cent won. 


International Television Council 

Britain’s Sir Tom O’Brien, Member of Parliament who 
was recently knighted for 35 years’ trade union service in 
the entertainment industry, has advocated an Anglo-Ameri- 
can tv council. Television’s “golden opportunity” for lay- 
ing “its own strong foundations,” he notes, are interna- 
tional. “We do not want an American-dominated tv market 
in Britain, but there can be no British-dominated market 
in America.” To establish “some kind of reciprocal agree- 
ment,” he suggests meetings between commercial and trade 
union interests in both countries. 


Mail Order House Tv Conscious 

Montgomery Ward has recommended to its branches that 
they spend at least 25 per cent of their advertising budgets 
on tv. 


Buitoni to Use Summer Schedule 

Buitoni Macaroni Corp. will run a new spot campaign 
in the summer for its Ravioli. This is the first time since J. 
Walter Thompson took over the account about a year ago 
that the product is being promoted via tv. Alan Sacks is 
the timebuyer. 


Lucky Charm Spots 

Novelty Corp., a New York firm which distributes rab- 
bit foot luck charms with key chain is looking for, in order, 
an agency and tv spot buys. When Novelty selects an 
agency to handle its tv activity it will try to place spots in 
New York adjacent to kid’s shows and, at the same time, 
work out a mail order deal for its luck charms with the 
show’s star. If this works out in New York the company 
will take it to other markets. 


Muriel Bullis to Erwin, Wasey 

Muriel Bullis, timebuyer for Rheingold with Foote, Cone 
& Belding, Los Angeles, shifts to Erwin, Wasey & Co., Ltd., 
that city, to serve as timebuyer on White King Soap, A-1 
Beer and some of the Carnation products. 


Big Screen for TvB 

The TvB presentation at Chicago was animated by the 
first-time use of a new wide-screen visual presentation by 
the Cellomatic Corp. of New York. New technique makes 
possible presenting slides and animated illustrations on a 
screen 20-feet long and 10-feet high. Same company was 
responsible for the smaller screen presentations TvB made 
at the 1955 convention in Washington. 
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From the Freedoms Foundation at 

Valley Forge 1955 Awards Report. 
“The awardee (s) ...were selected 

by the distinguished awards jury 

for their outstanding work for 

freedom, from multi-thousands 

of nominations submitted by the 

general public for evaluation.” 
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Or Outstanding achievement 











We are proud to announce that The Freedoms Foundation at Valley Forge 
has honored the Storer Broadcasting Company by presenting it the 
George Washington Honor Medal for the Storer ‘Americana’ trade paper 
advertising campaign, “Famous on the Local Scene, yet known 

throughout the Nation.’ We are humble in the knowledge that this 


is the first time a broadcasting company has been so honored. 


STORER BROADCASTING COMPANY 


WSPD-TV WJW-TV WJBK-TV WAGA-TV WBRC-TV KPTV WGBS-TV 
Toledo Cleveland Detroit Atlanta Birmingham Portiand Miami 
WSPD WwJw WJBK WAGA WBRC WWVA WGBS 
Toledo Cleveland - Detroit Atlanta Birmingham Wheeling Miami 


HARKER—vice-president i f sol ~ 
TO HORTA — vice prociaent & Heres OF 9008 | 115 cas 57a; Street, Naw York 29» Marve Wal @-B690 
BOB WOOD—national sales manager 5 





LEW JOHNSON—midwest sales manager ® 230 North Michigan Avenue, Chicago | ® Franklin 2-6498 
GAYLE GRUBB—vice-president and Pacific coast sales manager ® 11] Sutter Street, San Francisco ® Sutter 1-8689 






SALES OFFICES 
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...LTS SALES RESULTS 


And here, in alphabetical order, are just a few of 
the many WSM-TV success stories in our collection: 

CULINARY ARTS COOKBOOKS: Made avail- 
able in selected Nashville food stores; promoted 
solely by WSM-TV daytime spots; 317,649 copies 
sold in 26 weeks. 

DR. PEPPER BOTTLING CO.: Sales of six-bottle 
carton doubled after just six months on WSM-TV. 

FIDELITY FEDERAL SAVINGS & LOAN 
ASSN.: Assets jumped from $13 million to over $20 
million after only 1% years on WSM-TV. 


HARDCASTLE MOTOR CO.: “We are amazed 


WoM-TV 


at the sales resulting from a limited daytime schedule 
on WSM-TV. One customer, purchasing a car out- 
right, said he didn’t know we existed before he saw 
our program.” 


M AND M CANDIES: “Only six months after 
buying a half-hour WSM-TV show our business is 
up 250% in this area, with jobber orders up as much 
as 600% in some cases.” 


SO-TEN COMPANY (MEAT TENDERIZER): 
“Just three one-minute spots on WSM-TV supplied 
enough sales leads to keep our salesmen busy for 
weeks.” 


Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 


IRVING WAUGH, Commercial Manager 
EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 


Vay 1956, Television Age 














Business barometer 


National spot continues to confound its critics by setting higher and higher 
billings records each month. In February a year ago spot showed a good 
gain over January, but in 1956 the increase nearly doubled that mark. 





TV AGE's exclusive Business Barometer report of television billings indicates that 
local increased 2 per cent in February over January; national spot went 
up 13.5 per cent, and network gained 2 per cent. 





Since spot continues the most volatile of the three categories a review of its 
activities over the past several months might be of interest. 





In only one month, December, since the Business Barometer report of July 1955 has 





LOCAL SPOT NETWORK 


comparing February billings with January: + 2.0 +135 +20 


Jan. 1955 Feb. Mar. April May = June July Aug. Sept. Oct. Nor. Dec. Jan. Feb. 
+ 100 
Jf + 9% 
f+ 
et 85 
80 





+ 20 


Copyright 1956, TELEVISION AGE. Points indicated are above Oct., 1953, base month for chart 


there been a decline in national spot billings over the month before. 


In August 1955 national spot was up 2.4 per cent; in September, 16.2 per cent; 
October, 27.7 per cent; November, 2.3 per cent. 





In December the drop over November was 4.6 per cent, but in January the tide 
turned again with a 2.5 per cent increase which was continued in 
February by the 13.5 per cent noted. 





The best index of the importance of this spot activity is a comparison of these 
months with the same months the year before. 





A_ year ago the overall total increase in percentages amounted to 28.5 per cent. 
This year's cumulative total amounts to 60 percentage points — more 
than twice as great a gain as a year ago. 





A look at the accompanying chart shows how spot fares, as compared with network 
and local categories. 
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Business barometer ....:,....: 





In regard to the same seven months mentioned above, spot has outgained both 
network and local in August, September, October and February. In 
January it increased, while local declined. 





A comparison of spot today with its position a year ago indicates that the actual 
percentage point increase is 64.3 points. 





A number of factors contribute to the increasing popularity of spot. One, of 
course, is the fact that much of the better network time is simply not 
available. Another is that advertisers with smaller budgets can get 
into spot on a scale suitable to their means. 





Spot seems the best method for daytime segments and increasing daytime program- 
ming is making this the natural frontier for tv expansion. 





But perhaps the most important salesman for national spot is its versatility. 





Not only is it possible for the small advertiser to use spot effectively, but it 
has many attractions for the big advertiser as well. 





It_is ideal for introducing new products in specific markets. 





It works well for campaigns in particular areas or for bolstering sales where 
they tend to sag (See "Spot Spenders," page 39). 





Network sales have continued their steady upward pace. While not as spectacular 
as spot, the totals are respectable. Network has increased every month 





LOCAL SPOT NETWORK 


increase from February 1955 to February 1956: + 64.3 


Since July, gaining even in December when spot showed its slight drop. 
Here, again, a glance at the chart is interesting. 


In August network was up 1.1 per cent; in September, 8.2; October, 14.9; November, 
5.5; December, 1.9; January, 4, and February, 2 per cent. The overall 
percentage-gain during this period amounts to 35.6 per cent. 





A year ago the same months show an overall network gain of 42.4, slightly more 
than this year. But it must be remembered that the 33.6 per cent gain 
during the seven months this year was "on top of" the 1954-55 gain. 





Local billings seem to be more volatile than either network or spot. In July 
local showed a drop. Then it started gaining in August and continued 
to gain until November. There was a slight drop in December and Janu- 
ary. The February increase is a reversal of this trend. 





This is indicated by the chart. Actual percentages for these months are: July, 
—2.8; August, —1.9; September, 9.9; October, 13.7; November, 3.4; 
December, —0.7; January, —7.5 and February, 2 per cent. 





This is the 29th report for the TELEVISION AGE Business Barometer. It is pre- 
pared with the cooperation of a representative sample of television 
stations of all sizes and in all parts of the country. Both single 
and multiple-station markets are represented. 





The sample was prepared with the help of Dun & Bradstreet, and all reports are 
made direct to that Wall Street firm. 





They compile percentages which are furnished to the magazine. Editors of 
TELEVISION AGE and their consultants prepare the Business Barometer 
report. 
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White Columns 
<The new home op Mantas WSB aud WSB-TV 


When you visit Atlanta, one of the new and outstand- 
ing attractions is “White Columns.” The building of Southern 
Classic architecture stands on a historic site overlooking Peach- 
tree Street. The structure encloses 40,000 square feet in area 
and stands in 16 acres of landscaped and protected woods. 


“White Columns” is more than a building, more than 
a new and efficient home for broadcasting, however. It is a 
civic asset to Atlanta, to Georgia and the South —and a 
credit to radio and television throughout the nation. 


“The Voice of the South” and “The Eyes of the South” 
have striven always to operate in the Public Interest. These 
new facilities are a reflection of our belief in the same high 
principles that have guided the destiny of WSB since 1922. 


Come soon and visit with us at “White Columns.” 


MO 
AY 


Affiliated with the 
National Broadcasting Company 


Represented by Edward Petry & Co., Inc. 
Affiliated with The Atlanta Journal and Constitution, 











WFBG-TV 
CHANNEL 10 


ALTOONA 


PENNSYLVANIA 





AND PITTSBURGH 
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ABC-TV * NBC-TV 


Represented by H-R Television, Inc. 











AMPEX STEALS THE SHOW. 
While color television was a factor in 
bringing out a record turnout for the 
34th annual NARTB convention last 
month in Chicago the meeting will go 
down in history as the year when a 
perfected tv tape was announced. 

Although the formal convention pro- 
gram was excellent, the talk in the 
corridors, at the cocktail parties and 
in the individual suites was about tape 
and what it is going to mean to tele- 
vision programming. 

The Ampex Corp. demonstration was 
of such simplicity that it captured the 
imagination of every telecaster. 

The fact that orders for Ampex tape 
equipment were near the 100 mark as 
the convention closed is material proof 
of its acceptance. Ampex expects the 
delivery price of the tape unit to be 
about $50,000. The first contract, with 
CBS, was for three units at $75,000 
each and that network seems well 
satisfied with its bargain. Delivery is 
promised on these first units by next 
summer. (For Ampex’s financial his- 
tory see “Wall Street Report,” page 
87.) 

Phillip L. Gundy, manager of Am- 
pex’s audio division, announced that 
in addition to the black and white 
system Ampex has underway a system 
for recording programs in full color. 

Giant Radio Corporation of America, 
leader in the color field, demonstrated 
a system for recording color television 
on tape more than two years ago. The 
system has not yet gone into produc- 
tion. 

The Ampex system was first secretly 
demonstrated to American Broadcast- 
ing Co. as well as Columbia Broad- 
casting System executives a few weeks 
before the convention. TV AGE reported 
the imminent announcement of a per- 
fected tape system in the April issue 
(“Telescope,” page 35) and in so do- 
ing was the only trade paper to reveal 
the development of tape before the 
Chicago announcement. 


TWO-INCH TAPE. The system re- 
cords tv programs on a magnetic tape 
two inches wide. The tape can be re- 





William B. Lodge, CBS vice president 
in charge of engineering, explains the 


new Ampex tape. 


wound and played back immediately 
without processing in much the same 
manner that wire recorders (of which 
Ampex is also a manufacturer) play 
back sound. Elimination of the delay 
and expense of processing is, of course, 
an important asset of the tape system. 

After the program has been used 
the tape can be erased and reused 
again and again. Ampex recorders op- 
erate at a speed of only 15 inches of 
tape a second, allowing a full hour of 





‘ 
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tv programming to be recorded and re- 
produced on a 14-inch reel. This is 
a speed much slower than had been 
possible with previous systems. 
Clarity of the picture is far beyond 
that of the average tv receiver. No 
definition is lost in telecasting. 
Alexander M. 


of the board of Ampex, believes that 


Poniatoff, chairman 


the application of the system will be 
much broader than in television alone, 
and the company reports inquiries 
from government and private industry. 

In addition to the announcement of 
television tape the Chicago meetings 
centering around the NARTB conven- 
tion unveiled so many factors of in- 
terest to those in the industry that only 
the highlights can be summarized. 

Following is a day-by-day account 
of some of the most important develop- 
ments. 


FRIDAY. APRIL 13. Dr. Frank 
Stanton, CBS president, outlined some 
of the grave problems facing the net- 
work at the affiliates meeting. Bring- 
ing up to date his 1955 analysis of 
Washington problems, he outlined them 
as: 1. The areas involving Section 315 
concerning political broadcast. 2. The 
area of pay television. 3. The current 


(Continued on page 52) 


rack 


Frank Stanton, president of CBS (|.); Walter Williams, undersecretary, Depart- 
ment of Commerce, and J. L. Van Volkenburg, president, CBS Television Network, 
at luncheon during CBS Television Affiliates meeting. Sec. Williams was guest 
speaker. 
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In New York, as an aid to 


SUPERIOR PERFORMANCE 
we've just moved to 
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mies .a matter of opinion 


NEW YORK - BOSTON 


DETROIT - JACKSONVILLE - ST. LOUIS « DALLAS BLAIR- | VW 


LOS ANGELES - SAN FRANCISCO 


SUPERIOR PERFORMANCE 





«+ CHICAGO 


« SEATTLE 


A8th 


in TV representation, 
a matter of record! 





Winning and holding Spot leadership in 
any TV market demands close teamwork 
between: 


1. STATION MANAGEMENT that 
knows how to serve its area most effec- 
tively, and... 


2. STATION REPRESENTATION that 
knows how to sell the station and its market 
most intelligently and aggressively. 


When facts are available, there’s no need 
to rely on mere opinion. So, to any major- 
market station looking for top sales results, 
we suggest looking at the exceptional growth 
of Spot TV volume on stations we represent. 


Yes, in TV Representation, superior per- 
formance is a matter of record. 


Television’s First Exclusive National Representative 





& Madison 


(415 Madison Avenue) 
Our NEW phone number: 


TE 8-5800 


(TEMPLETON 8) 














Who 


TvB totals show growing importance of regional advertising budgets 


Nee! advertisers are finding daytime tele- 
vision, with its “different kind” of audience, 
offers an important new market for their products. 

The housewives, children, night workers—and 
perhaps the ‘idle rich’-—who compose the biggest 
segments of daytime viewers seem to control the 
spending of an astonishing amount of money. 
Marketing experts are never slow to scent such a 
bonanza. 

Add to this the natural attraction of versatile 
spot which can be tailor-made by each advertiser 
and agency to meet his own peculiar needs and it 
is easy to understand why national spot is the 
fastest growing of all categories of television, why 
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AW 


ys spot ? 


“daytime” is growing even faster than its older 
brother “nighttime.” 

According to special research by the Television 
Bureau of Advertising for TV AGE, daytime tv in 
the last quarter of 1955 totalled 35.6 per cent of 
all spot television. 

Night (Class A) tine accounted for 55.8 per 
cent. Late night (after Class A) time accounted 
for the remaining 8.6 per cent. 

Translated into dollars this means that, of the 
total $103.8 million which was spent on spot tele- 
vision during the last quarter of 1955, $36.9 
million went into daytime segments while $57.9 
million was spent for night and $8.9, for late night. 
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In an exclusive study of the daytime 
audience for Tv AGE by The Pulse, it 
was shown that 52.2 per cent of New 
York housewives watched programs 
before 6 p.m. Of those who watched 
daytime programs 58.6 per cent 
watched five days out of each week. 
Further inquiry revealed that 47 per 
cent of these viewers watched tele- 
vision in both the morning and after- 
noon. 

The Television Bureau of Advertis- 
ing in a special study of the Chicago 
area, also by The Pulse, found that, 
Monday through Friday mornings in 
the metropolitan area, 134,000 people 
are reading newspapers in the average 
quarter hour. At the same time and 
in the same period tv is being viewed 
by 511,000 people—a competitive 
edge for television of 4 to 1. 

In the afternoons 157,000 people 
read the newspapers per average 
quarter hour while 835,000 people 
watch tv. 

The weekend story is also impres- 
sive for television. On Saturday morn- 
ing newspapers attract 161,000 actual 
readers per average quarter hour 
while tv gets 426,000 viewers. In the 
afternoon newspapers attract 169,000 
people, as compared with over 1 mil- 
lion for television. 

On Sunday morning newspapers 
beat television, when measured in the 
Chicago area on the quarter-hour basis, 
coming up with 300,000 readers as 
compared with 224,000 viewers for 
television. But on Sunday afternoon 
tv comes back strong with 1,305,000 
viewers as compared with 246,000 
newspaper readers. 
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All of which serves to encourage the 
tremendous growth being enjoyed by 
all television advertising in the day- 
time hours and the growth of spot 
television in particular. 

During the last quarter of 1955 
some 3,017 advertisers invested over 
$103 million in spot tv. 

Of the $103 million by far the larg- 
est segment went into announcements, 
with 43.5 per cent of all expenditures 
going into this one category. 

Participations were second with 22.6 
per cent and programs, a very close 
third with 22.3 per cent. ID’s filled 
out the 100 per cent with 11.6 per cent 
of the total. 


Announcements Lead 


Money-wise the division was: an- 
nouncements, $45,144,000; participa- 
tions, $23,509,000; shows, $23,169,- 
000, and ID’s, $12,050,000. 

The first 500 of these advertisers 
were tabulated in order of their 
national and regional spot expendi- 
tures by TvB. In cases where the same 
advertisers are active in network Tv 
AGE has added the Publishers Informa- 
tion Bureau computations of the 
amount spent in that medium. The 
tables are included as a part of this 
article. Both TvB and PIB figures are 
based on one-time Class A rates and 
do not include customary frequency 
discounts. 

Also included is a complete product 
breakdown, also computed by TvB, 
which reveals in detail the amounts the 
various product groups spent for spot 
television during the last quarter of 


1955. 


With this careful analysis of recent 
past performances by these major 
national advertisers it is interesting to 
see what these same firms are doing 
in spot television today —and what 
they plan to do in the near future. 

Procter & Gamble Co., spending $9 
million in network tv during the last 
quarter and over $4 million in spot, 
has been for many months the leading 
television advertiser. The company 
may be expected to maintain that posi- 
tion throughout 1956 when plans call 
for the largest use of spot in the com- 
pany’s history. 

P&G uses spot to introduce each 
new product in each market. When 
national distribution is attained net- 
work programs take over the bulk of 
the advertising chore. But spot con- 
tinues to be used to hypo sales in 
particular markets and for special 
campaigns. 

In radio P&G customarily entered 
into 13-week contracts, but with the 
hope of keeping prime time in tele- 
vision the company has switched to a 
52-week contract policy. This policy 
is maintained by all of the many P&G 
agencies. With several new products 
to be announced in 1956 spot will be 
used more than ever before. 

The second television spot adver- 
tiser, Brown & Williamson Co., used 
$2.7 million in spot during the last 
quarter, as compared with a relatively 
minor $400 thousand for network. 
This pace will be maintained during 
the first six months of 1956. There is 
a good chance that the Kool and 
Viceroy campaigns will be increased 
during the last half of the year. 
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Top 25 Spot Television Advertisers, Fourth Quarter 1955 


General Foods Corp. plans to use 
more spot 1956 — not 
only for new products, but for its 
regular lines. TV AGE believes that 
there is a good chance that General 
Foods will climb to second place in 


television in 


the spot-spending category for the first 
half of the year. The last quarter 
showed GF spending $2 million on 
spot and $3.8 million on network. 


Big Spot User 


Sterling Drug will continue as a 
major user of spot throughout the 
year. The drug firm spent $1.8 million 
in that category during the last three 
months of 1955, as compared with 
$400 thousand in network. 

There will be no foreseeable change 
in Ford’s spot activity during 1956. 
Most spot money is in the hands of 
Ford’s 33 districts 
around the country. At least twenty 


the dealers in 


of these put a major portion into tele- 
vision. Currently, all automobile com- 
panies are increasing their television 
budgets to boost their share of the 
spring market. This tempo should in- 
crease even more toward fall to dis- 
pose of stock on hand. Over the period 
of study Ford spent $1.7 million in 

spot and $2.5 million for network. 
Miles Laboratories is expected to 
maintain about the same television 
schedule in 1956 as that in 1955. Dur- 
ing the fourth quarter spot totalled $1.5 
million and network, $900 thousand. 
General Motors Corp. with $1.4 
million in spot and $5.5 million in 
network during the last quarter of 
1955 may be expected to continue 
(Continued on page 42) 










spot network 





1 Procter & Gamble Co. %4,064,600 $9,181,732 
2 Brown & Williamson Co. 2,739,100 496,749 
3 General Foods Corp. 2,004,000 3,864,574 
4 Sterling Drug, Inc. 1,893,000 398,618 
S Ford Motor Co. 1,746,800 2,537,298 















6 Miles Laboratories, Inc. 1,561,400 926,901 

7 General Motors Corp. 1,423,700 5,518,534 

8 Robert Hall Clothes 1,245,500 

9 Bulova Watch Co. 1,238,900 
Colgate-Palmolive Co. 1,231,000 4,701,090 





Kellogg Company 1,199,300 1,316,097 
12 Philip Morris & Co. 1,175,700 7,500 
13 National Biscuit Co. 1,158,500 394,023 
14 Nestle Co., Inc. 961,600 651,132 
Liggett & Myers 902,100 2,008,006 

















Anahist Co., Inc. 887,800 
17 Block Drug Co. 879,900 15,000 
18 Coca-Cola Co. Bottiers 835,300 1,125,680 
19 Campbell Soup Co. 763,100 892,000 
20 Warner-Lambert Co. 755,200 391,716 








Harold F. Ritchie, Inc. 703,300 
22 Coty, Inc. 672,800 
23 Vick Chemical Co. 665,600 257,429 
24 Continental Baking Co. 609,000 277,595 
25 Shulton Inc. 600,000 73,025 





for balance of listing of 500 advertisers 
see page 119 








Spot (Continued from page 41) 


using television at about the same 
pace in spite of the recent speech by 
Ernest A. Jones, president of Mac- 
Manus, John and Adams (agency for 
Pontiac and Cadillac) in which he 
criticized television as an automobile 
sales medium. Spot was used to plug 
the General Motors Motorama in its 
tour of principal cities. All of the 
divisions of the giant firm are now 
using spot with Chevrolet and Olds- 
mobile leading. 

Robert Hall Clothes, the largest re- 
tail store user of spot television, is 
currently in the middle of its biggest 
spot campaign, which began in Febru- 
ary. There will be a gradual paring 
down of schedules during the summer. 
At present Robert Hall is using 1,200 
spots per week on some 80 stations. 
These are minute film announcements. 


It is expected that Robert Hall’s fall 
campaign, starting the latter part of 
August, will be even bigger than the 


Expenditures of 

spot tv advertisers— 
by product, 

Fourth Quarter 1955 


Agriculture $378,000 
Feeds, Meals 241,000 
All Other 137.000 
Alccholic Beverages 9,446,000 
Beer & Ale 7.746.000 
Wine 1.700.000 
Amusements 119,000 
Automotive 5,321,000 
Anti-Freeze 735,000 
Batteries 148,000 
Cars 3,478,000 
Tires & Tubes 367,000 
Trucks & Trailers 144,000 


Other Accessories & Supplies 449,000 


Building Material 1,069,000 


Fixtures, Plumbing, Supplies 214,000 
Materials 113,000 
Paints 234,000 
Power Tools 296,000 


Miscellaneous 212.000 


spring drive, both in frequency and 
in number of stations. 

Robert Hall has stores in 130 mar- 
kets and at present is using television 
in only 70 of these. Expansion will 
depend to some extent on opening of 
new stations. In addition the company 
plans to put stores in five new mar- 
kets this fall and add new outlets in 
present cities. Jerry Bess, vice presi- 
dent for television and radio for Frank 
B. Sawdon, New York, handles the 
account. During the final quarter of 
1955 the firm spent $1.2 million in 
spot television. 


Bulova Buys Network 


Bulova Watch Co., long a spot-only 
advertiser, has gone into network with 
alternate sponsorship of Two for the 
Money Saturday nights on CBS-TV. 
Bulova has already dropped some of 
its station breaks and will probably 
give up more but will continue as a 
heavy spot advertiser. During the final 
quarter the firm spent $1.2 million 
for spot tv. 


Candy, Soft Drinks 5,391,000 
Confections 2,847,000 
Soft Drinks 2,544,000 


Clothing, Accessories 2,485,000 


Clothing 1,755,000 
Footwear 381,000 
Hosiery 326,000 
Miscellaneous 23.000 
Consumer Services 3,146,000 
Dry Cleaning & Laundries 38,000 
Financial 639,000 
Insurance 388,000 
Medical & Dental 31,000 
Moving, Hauling, Storage 121,000 
Public Utilities 1.494.000 
Religious, Political, Unions 278,000 
Schools & Colleges 40,000 
Miscellaneous Services 117,000 


Cosmetics & Toiletries 7,864,000 


Cosmetics 2.977.000 
Deodorants 643,000 
Depilatories 42,000 
Hair Tonics & Shampoos __ 1,732,000 


Hand & Face Creams, Lotions 202.000 
Home Permanents & Coloring 407,000 
Perfumes, Toilet Waters, etc. 36,000 
Razors, Blades 177,000 
Shaving Creams, Lotions, etc. 974,00 


Colgate-Palmolive Co., which spent 
more money in network tv than any 
other medium with $4.7 million in the 
final quarter, continues as a big spot 
advertiser. During the last quarter 
spot took $1.2 million of their budget. 

The Kellogg Co. had a big last 
quarter in 1955 with $1.2 million go- 
ing into spot and $1.2 million to net- 
work. The drive for the new Kellogg 
“K” has extended into 1956 and may 
be renewed. 

Phillip Morris spent $1.1 million on 
spot television and less than $10 
thousand in network during the last 
quarter, and its spot drive is continu- 
ing. More than $2 million has been 
budgeted for spot with the bulk going 
into 20-second announcements but 
some 10’s and minutes. With the 
switch to N. W. Ayer, advertising 
plans are being re-evaluated with sev- 
eral executives optimistic about chances 
for an increased budget for spot. 

National Biscuit Co. will use more 
spot in 1956 then ever before. The in- 


Toilet Soaps 426,000 
All Other 248,000 
Dental Products 2,779,000 
Dentifrices 2,341,000 
Mouthwashes 321,000 
All Other 117,000 
Drug Products 8,909,000 
Cold Remedies 2,642,000 


Headache Remedies 


Indigestion Remedies 


1,452,090 
1,768,000 


Laxatives 757,000 
Vitamins 559,000 
Weight Aids 376,000 
All Others 1,047,000 
Drug Stores 308,000 
Food Products 27,106,000 
Baked Goods 4,882,000 
Cereals 2,044,000 
Coffee, Tea & Food Drinks 5,409,000 
Condiments, Sauces, 

Appetizers 1,546,000 
Dairy Products 1,989,000 
Desserts 284,000 


Dry Foods (Flour, Mixes, 


Rice, etc. ) 1,735,000 


Frozen Foods 1,718,000 
Fruits & Vegetables, Juices 
(except frozen) 1,635,000 


Macaroni, Noodles, Chili, etc. 522,000 
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troduction of Shredded Wheat Juniors, 
Wheat Honeys and Rice Honeys has 
been stepped up and before the year 
is out will have covered all areas in 
the country. There will be more spot 
this year 
crackers as well. The last three months 
of 1955 saw National Biscuit spending 
$1.1 million for spot, $400 thousand 
for network. 


activity for cookies and 


Nestle Pattern Continues 


Nestle Co.’s use of television spot 
will continue in much the same pattern 
as the last quarter of 1955 when the 
firm spent nearly $1 million in this 
type of television. Network spending 
was $700 thousand. Spot is used for 
special areas where the company does 
not have national distribution. For 
instance, its Decaf and Ricory use spot 
exclusively. With new products coming 
out Nestle may be expected to spend 


more than ever in tv in 1956. 
Liggett & Myers will maintain its 


rotating tv spot campaign for Chester- 


Margarine, Shortenings 1,205,000 
Meat, Poultry & Fish 

(except frozen) 1,075,000 
Soups (except frozen) 487,000 
All Other Foods 1,791,000 
Food Stores 784,000 
Garden Supplies 43,000 


Gasoline & Lubricants 3,698,000 


Gasoline & Oil 3,545,000 
Oil Additives 107,000 
Miscellaneous 46,000 
Hotels, Restaurants 50,000 
Household Cleaners 2,004,000 
Cleaners, Cleansers 838,000 
Floor & Furniture Polishes, 

Waxes 142,000 
Glass Cleaners 118,000 
Home Dry Cleaners 435,000 
Shoe Polish 350,000 
Miscellaneous Cleaners 121,000 


Household Appliances 2,444,000 


Household Furnishings 833,000 


Beds, Mattresses, Springs 699,000 
Furniture & Other Furnishings 134,000 


4,318,000 
218,000 


Household Laundry 
Bleaches. Starches 


field’s and L&M’s in 100 markets with 
Most 


of the campaign is in the form of 20- 


the agencies alternating copy. 


and 10-second announcements. In New 
York Chesterfield sponsors The Man 
Called X and L&M has City Detective. 
The use of spot is steadily increasing. 
The company spent about $1 million 
in spot during the last quarter and $2 
million in network. 

Anahist Co. 
spot concentrating on the cold season. 


is a seasonal user of 
Estimates are that this year’s campaign 
will be from 10 to 40 per cent bigger 
than last year and will hit the $2- 
million over the six-month 
period. In the last quarter $800 
thousand went into spot. No network 
was used. 


mark 


Block Drug Co. spent $800 thousand 
on spot in the final three months of 
1955 and $15 thousand on network. 
Alfred L. Plant, advertising manager, 
says: “For the balance of this year we 
will be using spot as our primary 
medium. The first six months of 1956 


Packaged Soaps, Detergents 3,786,000 


All Other 314,000 
Household Paper 951,000 
Cleansing Tissues 364,000 
Food Wraps 150,000 
Napkins 264,000 
Toilet Tissue 59,090 
All Others 114,000 
Household General 992,000 
Brooms, Brushes, Mops, ete. 139,000 
China, Glassware, Crockery, 
Containers 71,000 
Disinfectants, Deodorizers 197,000 
Fuels (heating, etc.) 58,000 
Insecticides, Rodenticides 56,000 
Kitchen Utensils 145,030 
Miscellaneous 326,000 
Notions 200,000 
Office Supplies 105,000 
Pet Products 1,294,000 
Publications 133,000 
Sporting Goods, Toys 659,000 
Bicycles & Supplies 55,000 
General Sporting Goods 42,000 
Toys & Games 557,000 
Miscellaneous 5,000 


we have used considerably more spot 
than we did in the same period in 
1955. We introduced new products in 
the latter half of 1955, and we have 
carried over these campaigns in the 
half of 1956. 
drop in our spot usage in the latter 
half of 1956, but the overall total for 
the year will be higher than 1955.” 


first There will be a 


Big Coca-Cola Push 


Coca-Cola Bottlers can be counted 
on for a big spot push in the sum- 
mer season, featuring their three new 
bottles (See “Soft Drink Distributors.” 
page 48). In the last quarter of 1955 
the firm spent $800 thousand in spot, 
$1.1 

Campbell Soup will continue _ its 


million in network. 


spot activity for its line of frozen soups 
through the summer but has not de- 
veloped plans beyond that point. Spot 
for the last totalled $760 
thousand and network, $900 thousand. 

Warner-Lambert Co.'s 
Hudnut division will use more spot in 


quarter 


Lambert- 


(Continued on page 109) 


TV, Radio, Phonographs 1,646,000 


Antennas 135.000 
Radio & Television Sets 1,241,000 
Records 173.000 
All Other 97,000 


Tobacco & Supplies 6,440,000 


Cigarettes 5,791,000 
Cigars, Pipe Tobacco 648,000 
Smoking Accessories & 
Supplies 1,000 
Transportation 1,000,000 
Air 503,000 
Bus 190,000 
Rail 288,000 
Miscellaneous 19.000 
Watches, Cameras 2,138,000 
Cameras, Accessories, 
Supplies 36,000 
Clocks & Watches 1,602,000 
Jewelry 132,000 
Pens & Pencils 359.000 
Miscellaneous 9.000 
Miscellaneous 911,000 
Trading Stamps 199,000 
Miscellaneous Products 179.000 


Miscellaneous Stores 533.000 





Ready to 
buy color? 





Sage a note in the television re- 
ceiver market has been uncovered 
by The Pulse, Inc.: The American pub- 
lic, obviously aware of color tv and 
interested in it, seems to be getting 
ready to buy multichrome sets. 

And the same survey, conducted on 
behalf of Tv AGE, indicates that about 
half the present owners of tv sets in- 
tend to keep their current black-and- 
white models right where they are— 
in the owner’s home. In short, many 
families want more than one tv re- 
ceiver. 

Initial question of the survey was, 
“When did your family first get a 
television set?” The response indi- 
cated that over half the existing re- 
ceivers—50.4 per cent of them, to be 
specic—are four years old or older. 
Some 13.6 per cent were bought in 
1952; 18.0 per cent date back to 1951, 
and another 18.8 per cent were in- 
stalled in 1950, their owners report. 
These figures seem to corroborate the 
trade analysis that the booming tv 





Pulse finds 


New Yorkers are... 


and they’li keep 


their old sets, too 





market need not decline because of 
saturation, that as the saturation point 
becomes evident statistically, the high 
volume can be maintained by replace- 
ment sales. With half the reported sets 
four, five or even six years old, the 
need for replacement now looms as a 
realistic market factor. 

A glance at the response (see ques- 
tion 1) shows that only 27.1 per cent 
of the sets owned by Metropolitan 
New Yorkers have been purchased 
since 1952. Yet the past three years 


have proved particularly strong for tv 


























sales on a national oasis and have 
been, in fact, record breaking. While 
it may be argued that New York was 
one of the first tv markets opened and 
is, as a result, expected to be among 
the first to realize saturation, there 
is no reason to assume that the present 
tv audience is not going to replace the 
sets now in use. 

The fact—that set owners like their 
sets, use them and want to keep tele- 
vision—is part of the information re- 
vealed by the second question: “Do 
you still have that television set in your 
home?” More than three-quarters of 
those replying answered affirmatively 


QUESTION 1: When did your 
family get a television set? 


1956 ll 1.1% 
1955 62 6.2 
1954 90 9.0 
1953 108 10.8 
1952 136 13.6 
1951 180 18.0 
1950 188 18.8 
1949 105 10.5 
1948 71 yA 
1947 31 3.1 
Prior to 1947 18 1.8 
Total 

respondents 1000 100 


(see question 2). While 78.5 per cent 
still own their first set, some 21.5 per 
cent no longer do. Yet, the latter group 
has obviously replaced its sets, for the 
questions were asked only of current 
set owners. This is further evidence 
that the receiver market can maintain 
a good volume. 

In addition, some owners are be- 
ginning to have more than one set 
(see question 3). In answer to the 
question, “Do you happen to have 
more than one television set in your 
home? How many?”, nearly 20 per 
cent (18.8 per cent) said they now 


QUESTION 2: Do you still have 
that television set in your 
home? 


Yes 785 78.5% 
No 215 21.5 
Total 


respondents 1000 ~=-100 


QUESTION 3: Do you happen 
to have more than one tele- 
vision set in your home? How 


many? 

1 801 80.1% 
2 188 18.8 

3 ll 1.1 
Total 

respondents 1000 =100 


own two. A slight 1.1 per cent ex- 
plained they have three tv receivers, 
while the vast majority, some 80.1 per 
cent, have purchased only one. 

The implication is obvious. If nearly 
20 per cent have found use for more 
than one receiver, more families can 
be expected to follow their lead and 
become owners of multiple sets. This 
will probably be an even more sig- 
nificant factor as set prices become 
still lower, cabinets more compact and 
as manufacturers introduce, as they 
are currently doing, new variations 
in their product—special tuners, re- 
mote control, built-in aerials, tilting 
sound boards, portability and the like. 


QUESTION 4: Does your fam- 
ily plan to buy a new tele- 
vision set sometime in the fu- 
ture? 


Yes 290 29.0% 
No 710 71.0 
Total 

respondents 1000 ~=100 


The fourth question in the set-own- 
ership survey was, “Does your family 
plan to buy a new television set some- 
time in the future?” A little over 70 
per cent gave a negative answer. The 
question could not have been worded 
more carefully, in compliance with the 
usual Pulse survey techniques. Also, 
identify 


company, explaining 


Pulse interviewers always 
themselves by 
they want only to ask questions. Yet, 
this query is one that might arouse 
suspicions that the interview could 
turn into a sales pitch, after all. Never- 
theless, an impressive 30 per cent of 
the audience sample said yes, they in- 
tended to buy another set. 


Importantly, that group was also 


asked when (see question 5). By far 
the greatest percentage replied, “When 
color tv is cheaper,” with some 29.0 
per cent giving that response. Two 
replies, with about 17 per cent of the 


QUESTION 5: /f yes (when)? 
In a few months 11 3.8% 
In 6 months 27 9.3 
In a year +1 14.1 
In 2 years 26 9.0 
\s soon as present 

set breaks 50 17.2 
When color tv 

is cheaper 84 29.0 
Not certain 51 17.6 
Total respondents 

who plan to buy 

new set 290 100 


total for each, tied for second-most- 
cited answer. Some 17.6 per cent cagily 
answered they were uncertain as to 
just when, and 17.2 per cent, “As soon 
as our present set breaks.” While 14.1] 
per cent thought they'd be in the mar- 
ket within a year, only 3.8 per cent 
reported they’d be buying “in a few 
months.” This latter group seemed to 
underline the dominant response, that 
set owners seem to be waiting and will 
buy when color receivers are less ex- 
pensive. 

The last question in the study per- 


tained to sets currently in use: what 


QUESTION 6: When you get a 
new set, do you plan to: 


Trade in your 


present set 93 32.1% 
Keep your 

present set 136 46.9 
Give your present 

set away 18 6.2 
Sell it 10 3.4 
Not certain 33 11.4 
Total respondents 

who plan to buy 

new set 290 100 


will happen to the old set when buyers 
get a new model? Replies again tes- 
tified to the two inferences mentioned 
above, that the tv audience continues 
to maintain high interest in the me- 
dium and that, if possible, many pres- 


(Continued on page 79) 
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The Pillsburys prove 


ne morning a few years ago Arthur 
Godfrey set out to make a Pills- 
bury pie crust in front of the tv cam- 
eras. He hadn’t read the instructions 
very well, and, instead of adding the 
required three or four tablespoons of 
water, he dumped in a small pitcherful. 
“From this you make pie?” he said 
as he eyed the viscous mixture in front 
of him. He shrugged, went on trying 





Founders J. S. and Charles A. 


to roll it and ended up with a gooey 
mess on his hands and on his table. 

In Minneapolis, Minn., wives of 
Pillsbury executives began ringing 
their husbands’ offices. 

Earl A. Clasen, director of market- 
ing, in turn got a phone call from one 
of his bosses: “Is that the way to sell 
pie crust mix?” 

The result was not, however, an im- 
mediate session to remonstrate with 
Godfrey. Nor did anybody end up 
with a pat on the back for having de- 
vised a brilliant piece of negative sell- 
ing. The truth is, nobody around Pills- 
bury really knew —or pretended to 
know — what effect the commercial 
might have had. 

“I thought it was funny as hell,” 
Clasen recalls today. At the time, how- 
ever, he wondered if the commercial 
might not at least win a high remem- 
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Famous family 


ptoneers in television advertising as 


brance score. 

To find out what the effects were, 
the Leo Burnett agency in Chicago im- 
mediately surveyed 250 housewives. 
The conclusion: The commercial was 
seen, was remembered and didn’t seem 
to bother the housewives particularly. 
The women’s most-often-reported com- 
ment was: “We know you don’t make 
pie crust that way.” 

Results of the questioning were sent 
on to Godfrey. On his own, he con- 
cluded that that wasn’t really the way 
to sell pie crust mix and has been more 
careful since. 

This is the kind of crisis that can 
come up fairly often, for Pillsbury 
relies heavily on live, personal selling 
by television. In fact, of its total ad- 
vertising budget, estimated at about 
$8.5 million a year, roughly two thirds 
is spent on tv. 

The success of most of this expendi- 
ture depends ultimately on the sales 
ability of two men, Godfrey in the 
morning and Art Linkletter in the 
afternoon. 

“We believe in personality selling,” 
Clasen explains. “It has worked beau- 
tifully for us. We think we know how 
to use it.” 





Chairman Philip W. 





Honorary chairman John S. 


“We seem to get more out of Godfrey 
than other sponsors, for instance. His 
other clients often ask us, “What do 
you Pillsbury guys have on him?’ It’s 
very simple —he likes us. We don’t 
tell him what to do. We don’t give 
him copy because we know he wouldn’t 
follow it anyway. We give him facts. 

“If he does something we think is 
wrong, we don’t tell him we think it’s 
wrong. We find out first. We ask some 
housewives, as we did with the pie- 
crust episode. Then we tell him what 
the housewives said. He’s a business- 
man — he respects facts.” 

Going out and getting facts is an 
old Pillsbury family business trait. 
John Sargent Pillsbury left New Hamp- 
shire 103 years ago to get some facts 
about the west. He was looking for a 
likely place to invest the bundle of 
money he had made as a hardware and 
clothing merchant. In a swing through 
the far west, he bought up some timber 
land in the Oregon territory, took a 
passing look at the gold rush country 
in California, but returned to a place 
he had passed on his way. He had been 
attracted to it by the combination of 
water power, water transportation and 
virgin timber there. He had also eyed 


in the flour industry 


the nearby fields of wheat. So he 
opened a hardware store in the little 
settlement called St. Anthony Falls. 
Today, it’s Minneapolis. 

During the next few years he con- 
ducted what would now be called a 
plant-location survey, but then it was 
known as pioneering. He helped or- 
ganize Minnesota as a state and became 
one of its first governors. 

In 1869, he lured more Pillsbury 
money and talent from the east. The 
money came from his brother, George, 
and the talent came from George’s son, 
Charles A. 


Dartmouth. None had any experience 


Pillsbury, fresh out of 


as millers, but the three put up $10,000 
for a one-third interest in a 150-barrel- 
a-day flour mill that everybody around 


town considered a turkey. Young 





Vice president George 


Charles was put in charge on a salary 
of $1,000 per year, plus one-sixth of 
the net earnings. The young man got 
off to an extraordinary start and took 
out $6,000 as his share at the end of 
one year. The Pillsburys were on their 
way to grinding out a milling empire. 

Grasshoppers began chewing up most 
of the wheat crop in 1877, however, 


(Continued on page 77) 
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Soft drink distributors 


Manufacturers, 
distributors 
find tv 

ideal medium 


for boosting 





summer 











(and winter) 


sales 

































































ren is helping the nation’s 
soft drink bottlers through a criti- 
cal period in their history. 

The visual zest and sparkle of the 
animated medium is proving a natural 
in telling the story of many a beverage 
maker as well as boosting sales of local 
franchise holders in all parts of the 
country. It is expected that the soft 
drink industry — local, regional and 
national — will spend $14 million in 
tv this year. This is just over 16 per 
cent of the estimated $85-million total 
which is spent for all types of soft 
drink advertising. 

The giant of the industry, Coca-Cola, 
is putting more money into television 
than ever before and at the same time 
is seeing its sales set new records. 
Since it is estimated that Coca-Cola’s 
volume amounts to around 50 per cent 
of the total for all soft drink bottlers 
its importance as a leader cannot be 
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overestimated. 

6,000 bottlers, 250 
franchise companies and 500 suppliers 
are facing some very real problems. 


The nation’s 


They are concerned at the increasing 
interest of many Americans in diet and 
are meeting this threat to sales with 
advertising which more and 
emphasizes low calorie content and the 
quick energy pick-up which soft drinks 
can give. Heavier than ever summer 
campaigns with these 
planned this year. 


more 


themes are 


The gain in sales of tea and the 
heavy promotion behind those gains 
concern thoughtful bottlers whose total 
sales have shown very little increase 


in recent years. 

The dairy industry, 
petitor, is very active 
and has increased the 
and milk products to 


another com- 
promotionally 
sales of milk 
new highs in 


nearly every part of the country. 








One of the most serious threats to 
soft drink sales is from the citrus in- 
with its 
frozen concentrates. 


dustry heavily advertised 


Each Competitor Growing 


Since each of these competitors is 
growing at a rate faster than the soft 
drink bottlers and each, 
ception, is a heavy user of television 


without ex- 


it is not surprising that almost every 
bottler looks with favor on the medium. 
The problem, to most of the smaller 
bottlers, is how to get together a large 
enough budget to buy a big tv cam- 
paign. The answer seems to be in 
cooperation. 

National 
Bottlers Gazette, a trade magazine for 
the soft drink industry, conducted a 
thorough nation-wide survey of indus- 


A few months ago the 


try opinion on cooperative advertising. 
To the question, “Does the soft drink 
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industry want, and will it pay for, a 
cooperative national advertising and 
promotional campaign?” the answer 
from 94.5 per cent of the bottlers re- 
plying was favorable. 

Of those who favored such a cam- 
paign, 39.4 per cent urged a national 
program; 11 per cent voted for re- 
gional projects; 8.7 per cent wanted 
local campaigns, and 40.9 per cent said 
they wanted a combination of national 
and local programs. (A copy of the 
full survey can be obtained by writing 
to National Bottlers Gazette, 9 East 
35th St., New York 16.) 

Replying to a question on media 
preferred, the bottlers gave the highest 
vote to television — 23.7 per cent of 
those replying urged its use. News- 
papers came next with 20.7 per cent; 
consumer magazines were third with 
17.5 per cent; then radio, 13 per cent; 
billboards, 10.6 per cent; retail trade 








papers, 9 per cent, and point of pur- 
chase placards and the like, 5 per cent. 

Already a number of bottler groups 
are gathering funds to put cooperative 
campaigns into effect. A group of 
New England distributors has col- 
lected a war chest, and a decision on 
the type of campaign to use is immi- 
nent. In other parts of the country 
state associations plan to spearhead 
the advertising. 


Greatest Medium 


In its Blue Book edition The Ameri- 
can Bottler says television is probably 
“potentially the greatest advertising 
medium that we have ever known. 
Sight and sound are combined in the 
home to bring to your consumer a mes- 
sage almost as personal as if you 
talked individually with each family.” 

“Television,” the trade magazine 
continues, “gives to the advertisers a 








relaxed, ready-to-see-and-listen audi- 
ence. . . . the normal viewer will give 
television his undivided attention—an- 
other important point in considering 
the value of the medium.” 

Cola-Cola, with its half of all soft 
drink sales, leans heavily on television. 
Using all media, the parent Coca-Cola 
company and its 1,150 distributors 
spend a conservatively estimated $7 
million annually in television. 

The parent company has an adver- 
tising budget of around $16 million, 
about $4.5 million of which goes into 
tv. In addition the distributors add 
another 2.5 million in a complicated 
system of cooperative agreements. 

Coca-Cola has used television heavily 
in introducing its three new bottle 
sizes —the 10 ounce, 12-ounce “king 
size” and the 26-ounce “family size.” 
More than 400 franchise holders are 


(Continued on page 84) 
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for national audience after 


success with local show 


hen the Dodge division of Chrys- 

ler put Lawrence Welk on ABC- 
TV for a 13-week tentative test, every 
wiseacre in the trade predicted “the 
dispenser of corny music” wouldn't 
last more than a couple of weeks. 


Not only was The Lawrence Welk 
Show renewed in its hour-long weekly 
slot (ABC-TV, Saturday, 9-10 p.m., 
EST), but it was renewed after the 
fourth week for an additional 26 weeks 
and has since been signed through 
1956. 

Welk, a veteran of the entertain- 
ment field, have been serving up his 
Champagne Music in ballrooms across 
the country for years, but his associa- 
tion with Dodge dates back only to 
November, 1952. Appearing on the 
west coast, he was.approached by the 
Dodge Dealers of Southern California 
to put on an hour-long local show 
every Friday night over KTLA Los 
Angeles. Although the dealers were 
confronted with a sales lull and were 
anxious for advertising help, only 33, 
representing the Greater Los Angeles 
market, signed to pay the bill. But by 
the beginning of the second year, all 
dealers from the surrounding areas 


Sales music 


Dodge signs Lawrence Welk 


asked to get in on the arrangement. 
Continuing for a two-year period “in 
the face of pretty bad auto business 
in general,” the show’s sponsor-list 
grew to a total of 90. 

About that time, November 1954, 
Jack Minor, then sales manager in 
charge of advertising and merchandis- 
ing for Chrysler’s Dodge Division, 
made a business trip to Los Angeles 
from home offices in Detroit. He was 
braced, because of industry-wide prob- 
lems, for a rough time from his west 
coast dealers. Instead, the local group, 
headed by dealers Lonnie Hull, Elwin 
Holt and then-president-of-the-associa- 
tion Tom Ashbrook, announced their 
cooperation. They'd drop any of their 
own or Dodge Division advertising and 
promotion willingly, provided they 
could keep their “profitable” Welk 
program on television locally. 


Co-op Money 


To back up their statement, they put 
cooperative ad money on the line. The 
dealers—in a voluntary vote that was 
carried unanimously—agreed to assess 
themselves $10 for every Dodge, $5 
for every Dodge truck and $5 for every 


Welk, his vocalist and Minor: Promises came in. 









Plymouth they sold. The money went 
into a special fund to help defray 
the expenses of the local program. 

Mr. Minor was so impressed with 
this dealer initiative in the no. 2 auto- 
mobile market that, despite Dodge’s 
recent renewal of Make Room for 
Daddy and Break the Bank, both on 
ABC-TV, he began to think seriously 
of Lawrence Welk on a national scale. 
Through personal correspondence with 
many key dealers in the area, Minor 
in the ensuing months kept tab on 
local results. They looked promising, 
and then promises started to come in. 
Dodge decided to put the program to 
the national test. 

When The Lawrence Welk Show 
went national July 2, 1955 (with a 
special deal for it to continue in Los 
Angeles on KTLA temporarily), it was 
transmitted via 46 direct telecasts, 65 
delayed telecasts and six hot kines. 
It received a 7.1 Nielsen and a 3.3 
Trendex rating. 

Clearly, the skeptics said, something 
was wrong. Maybe it was the Satur- 
day night period, for who stayed home 
in the summer to watch tv? Among 
the more generous remarks were sug- 

(Continued on page 64) 
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Ne wsfront (Cont'd jrom page 37) 


inquiries by the Senate Interstate and 
Foreign Commerce Committee, the 
FCC and two House committees into 
industry practices, with particular ref- 
erence to networks. 

Reviewing the political broadcast 
situation Mr. Stanton pointed to gains 
that appear to have been made during 
the year. Taking up pay television, he 
said “This is a tremendously important 
subject and what the Commission and 
the Congress do with it can alter our 
destinies and the public’s habits and 
sources of information and entertain- 
ment for a long time to come.” 

Pointing out that the issue has been 
quiescent most of the year, he gave 
his opinion that “it would be foolish 
to believe that the issue is dead,” and 
added, “This monstrosity will be put 
to rest only by continued vigorous 
efforts which will show the Congress, 
the FCC and the public how illusory 
are the promises of pay television and 
how harmful —if not fatal —it will 
be to free television and to the public’s 
enormous enjoyment of free tele- 
vision.” 

Calling the network investigations 
by far the most serious of the prob- 
lems facing networks, he outlined the 
investigations now going forward and 
gave his views about them, summing 
up with the reminder that the network 
could not go forward alone. He urged 
that affiliates speak up, but pointed out 
that each faces a dilemma in that if 
they do not appear, critics will say it 
is because “you don’t care or because 
we have coerced you into silence. If 
you do appear we are damned again 
because they will say you are so afraid 
of us that you do our bidding even 
though your heart isn’t in it.” 


CBS AFFILIATES ACT. The CBS 
Television Affiliates heard reports from 
all network departments before passing 
unanimously a resolution disagreeing 
with charges levelled against option 
time and related business agreements 
contained in network-affiliate contracts. 
A copy of the resolution was sent to 
Sen. Warren Magnuson of the Senate 
Interstate and Foreign Commerce com- 
mittee. 

As a further result, Howard Lane, 
vice president and managing director 





CLAIR R. MCCOLLOUGH 
. retiring tv board chairman 


of Komn-Tv Portland, chairman of the 
afhliates group, named a coordinating 
committee consisting of John S. Hayes, 
wTop-tv Washington, chairman; W. 
D. “Dub” Rogers, KpuB-Tv Lubbock, 
and August Meyer, wcia Champaign, 
Ill., to make arrangements for pre- 
of CBS-TV 


senting the testimony 


affiliates before the Senate Interstate. 


and Foreign Commerce subcommittee 
investigating network practices. 


SATURDAY, APRIL 14. In a simi- 
lar meeting of American Broadcasting 
Co. radio and tv affiliates a comparable 
addressed to the 
committee, requested “. . . 


resolution, Senate 
an oppor- 
tunity to send a representative group 
to the Senate Interstate and Foreign 
Commerce Committee to testify on 
how essential option time or some com- 
parable arrangement and other net- 
work-affiliate 
economic well-being of the networks 
and affiliates with resultant continued 
vital service to the American public.” 


While NBC did not have an affilites 


meeting during the 


practices are to the 


convention, a 
movement is reported underway to 
follow a similar course in presenting 
evidence to the committee. 


SUNDAY, APRIL 15. As expected, 
color added exciting developments in 
Chicago. The dedication of WNBQ 
Chicago as the nation’s first all-color 
tv station drew every delegate who 
had arrived in time to the Sunday 
ceremonies in the Merchandise Mart 
and hundreds of Chicago and national 
executives as well. 

Robert W. Sarnoff, president of 





NBC, told the story on the NBC net- 
work telecast that covered the switch. 
The opening of the new all-color facili- 
ties was one of the most dramatic 
moments in the entire $75-million RCA 
campaign to establish color tv. 

The network has already announced 
that the change of WNBQ to an all-color 
basis will be followed in quick suc- 
cession by similar moves at each of the 
o&o stations. 

In honor of the selection of the 
Chicago NBC station as the first to be 
converted, Mayor Richard J. Daley 
proclaimed April 15-21 as television 
week in Chicago. 


MONDAY, APRIL 16. Opening day 
of the Broadcast Engineering Confer- 
ence took color television as its theme. 
Papers on the more technical aspects 
of color were the order of the day. 

At a business meeting of the asso- 
proper, seven members were 
for the NARTB Television 
Board of Directors. James D. Russell, 
president-general manager of KKTV 
Colorado Springs, was elected to the 
board 


cation 
selected 


representing tv-only stations. 
Re-elected to the board were Joseph E. 
Baudino, Westinghouse Broadcasting 
Co., and W. D. Rogers Jr., president 
of KpuUB-TV Lubbock. Others who have 
been elected to serve on the Tv Board 
are: John E. Fetzer, president of 
WKZO-TV Kalamazoo, Mich.; Payson 
Hall, director of radio-tv for Meredith 
Publishing Co., licensee of WHEN-TV 
Syracuse, wow-Tv Omaha, KPHO-TV 
Phoenix and KcMO-Tv Kansas City: 
Howard Lane, general manager, 
KOIN-TV Portland, and Harold P. See. 
general manager of KRON-TV San Fran- 
cisco. 

The outgoing chairman is Clair R. 
McCollough, weat-tv Lancaster, who 
leaves the board since he has com- 
pleted two terms. Campbell Arnoux, 
wTar-Tv Norfolk, Va., vice chairman, 
continues to serve as a director until 
the conclusion of the 1957 convention. 
The board elects its own chairman. 


TUESDAY, APRIL 17. Arguing that 
the broadcasting industry will be able 
to keep pace with the important elec- 
tronic developments that will be made 
in the next ten years, the NARTB con- 
vention keynoter, Robert E. Kintner, 
president of the American Broadcast- 

(Continued on page 68) 
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Now advertisers can look 

to a new tower of strength.. 
the greater-than-ever 
coverage of greater 

New Orleans made 

possible by WDSU-TV's 


new telecasting tower. 
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Film Sales 





he importance of tv film was 

pointed up at this year’s NARTB 
convention by a film session, the first 
ever scheduled on the association’s 
agenda. Participating in a panel dis- 
cussion were two station executives — 
Harold P. See, vice president and sta- 
tion manager of KRON-TV San Fran- 
cisco, and Joe Floyd, president, KELO- 
TV Sioux Falls — and two syndication 
executives—George T. Shupert, presi- 
dent, ABC Film Syndication, Inc., and 
Michael M. Sillerman, executive vice 
president of Television Programs of 
America. 

Mr. Sillerman highlighted the fact 
that more than half of current pro- 
gramming is on film, as are six of the 
present Nielsen, top-ten network 
shows. He added that there will be 
more and more film on stations’ rosters 
in the future. Film has the ability, he 
stated, to give stations star-studded, 
high-rated shows and it has also helped 
networks in gaining viewers from live 
competition. 


Price Cutting 


Mr. Shupert took up the charges 
of price cutting leveled against syn- 
dicators. The ABC Film president 
agreed that some syndicators cut prices 
but, he insisted, this practice is not 
followed by the more responsible film 
companies and therefore the industry 
as a whole should not be blamed for 
the unethical practices of a few. Mr. 
Shupert said the station’s job is to 
get as many good films as possible at 
a price it can afford, while the job of 
the syndicator is to get enough out of 
each market to pay for the further 
production of good films. Mr. Shupert 
offered the following suggestions to 
telecasters, which would help film com- 
panies operate more economically: 1) 
Know the company you buy from, 
and when you find a reliable firm have 
confidence in it. 2) Report to the home 
office any unethical practices of sales- 
men. 3) Pay your bills promptly so 
you don’t tie up money the syndicator 
could be putting into new shows. 4) 
Take care of prints and return them 
promptly. 5) When you contract for 


one run of a film don’t play it more 
than once, otherwise the syndicator 
will have to pay talent re-run fees. 
6) Make full use of the syndicator’s 
knowledge of his product. 

On the station side, Mr. See sug- 
gested that syndicators get together 
and form a trade organization that can 
set standards of good taste and decency 
for film programs. He conceded that 
the final responsibility for good pro- 
gramming practices falls to the tele- 
caster, but there is also an obligation 
on the part of film syndicators to pro- 
vide programs that do not contain 
objectionable material. Mr. See added 
that if the NARTB Code Board could 


get together with an organization of 





Up in a tree in Screen Gems’ Jungle 


Jim. 


film producers and distributors, in- 
stead of conducting negotiations with 
individual companies, this problem 
could be greatly alleviated. Mr. See 
noted, however, that there has been a 
decided decrease of objectionable mat- 
ter in recent years. 

Mr. Floyd presented the point of 
view of the small and medium-sized 
telecaster. He admitted that some sta- 
tions do not handle films as carefully 
as they might. He stressed that the 
need of the small and medium-sized 
station for good quality film is as 
pressing as it is for stations in larger 


markets. The KELO-TV president em- 
phasized that the small and medium 
stations must be able to buy film shows 
at a price they can afford. 


Syndicated Films 


ATLANTIC TELEVISION CORP. 
Blue Ribbon Package 

KTVW Tacoma. 

55/56 Feature Package 

WEWS Cleveland; WXIX Milwaukee 
Million Dollar Feature Package 


KCRA-TV Sacramento, WKBN-TV Youngs- 
town. 


AWARD TELEVISION CORP. 
WBEN-TV Buffalo, Allied Automotive Sup- 
ply Co.; WFAA-TV Dallas; WMBV-TV Mari- 
nette, Wis., Green Bay Gen'l Tire Co.; 
WSIX-TV Nashville, General Truck Sales 
Co.; KDKA-TV Pittsburgh; KOPO-TV Tuc- 
son, J. Knox Corbett Lumber Co 


CBS TELEVISION FILM SALES, INC. 
Amos ‘n’ Andy 

KALB-TV Alexandria; WBRC-TV Birming- 
ham, Sokols Furniture. WLEX-TV_ Lexing- 
ton, KNXT Los Angeles, Sav-On-Drug; 
KGLO-TV Mason City. Pritchard Motors; 
WDBO-TV Orlando, William Bros. Auto; 
WPRO-TV Providence; KTVT Salt Lake 
City, Purity Biscuit; WARM-TV Screnton; 
KTTS-TV Springfield, Mo.; WMFD-TV Wil- 
mington, N. Godwin & Sons Oil Co 
Gene Autry 

WIN-T Waterloo, Ind. 

Fabian of Scotland Yard 

KRLD-TV Dallas, Skilkern Drugs; WPRO- 
TV Providence. 

Life With Father 

KNXT Los Angeles, Kaiser Bros. Olds- 
mobile; WCOV-TV Montgomery, Robinson 
Corner Market. 

Long John Silver 

KARK-TYV Little Rock, Deans Milk; KDUB- 
TV Lubbock; KOOL-TV Phoenix, Phoenix 
Super Car Mart & sust.; WWLP Springfield, 
Mass. 

Newsfilm 

WAPA-TV Puerto Rico; WPFH Wilmington, 
Del. 


Annie Oakley 

WABI-TV Bangor, Carnation; WDXI-TV 
Jackson, Tenn., Southeastern Syrup Co.; 
WJHL-TV Johnson City, Galbreth’s Bakery; 
KHOL-TV Kearney, Neb.. Carnation; 
KOPO-TV Tucson, Wheeler TV 


Range Rider 

WMAR-TV Baltimore; WKBN-TV Youngs- 
town. 

San Francisco Beat 

W-TWO Bangor; WTVY Dothan, Birming- 
ham Elec.; WGBS-TV Miami; WKNB-TV 
New Britain; WISH-TV Indianapolis, Ables 
Auto; WEAR-TV Pensacola, Birmingham 
Elec.; WPRO-TV Providence; KFSD-TV 
San Diego. 

Terrytoons 

WFBG-TV Altoona; WNBF-TV Bingham- 
ton; WBEN-TV Buffalo; WFAA-TV Dallas; 
KBTV Denver WVEC-TV Norfolk; WSLS- 
TV Roanoke; WSBT-TV South Bend; 
KSYD-TV Wichita Falls. 

The Whistler 

KJEO Fresno, Signal Oil; KSTP-TV 
Minneapolis; WTAR-TV Norfolk, High's Ice 
Cream; KDKA-TV Pittsburgh, Koolvent 
Aluminum; WPRO-TV Providence; XETV 
San Diego; Signal Oil & sust.; KRON-TV 
San Francisco, Petri Wine. 


INTERNATIONAL NEWS SERVICE 
This Week in Sports 

WVEC-TV Norfolk; WFBC-TV Greenville, 
S. C.; KROD-TV El Paso. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Cardinal Features 


WBZ-TV Boston; WBEN - TV 
KSWO-TV Lawton, Okla. 


China Smith 
WGTH-TV Hartford; WTOM-TV Lansing; 
(Continued on page 59) 


Buffalo; 
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GET THAT CAR! 





You can on film... 


You can get that car—in spite of the darkness—on today’s fast films. 
What's more, you can get it on the nation’s TV screens in less time 
than ever before thanks to these new films and processing techniques. 
All of this adds more and more to the facility and economy waiting for 
you... when you USE EASTMAN FILM. 


For complete information write to: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


East Coast Division Midwest Division West Coast Division 
342 Madison Avenue 137 North Wabash Avenue 6706 Santa Monica Bivd. 
New York 17, N.Y. Chicago 2, Illinois Hollywood 38, California 


or W. J. GERMAN, INC. 
Agents for the sale and distribution of Eastman Professional Motion Picture Films, 
Fort Lee, N. J.; Chicago, Ill.; Hollywood, Calif. 
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KING-TV Seattle; WEAT-TV West Palm 
Beach. 


Fabulous Forty 


KENI-TV Anchorage; WMAR-TV Balti- 
more; KFAR-TV_ Fairbanks; KSWO-TV 
Lawton; WTVJ Miami; WLAC-TV Nash- 
ville; KXLY-TV Spokane. 


TNT Feature Package 


WLW-A Atlanta; WBEN-TV Buffalo; WCIA 
Champaign; WCHS-TV Charleston; WLW-T 
Cincinnati; WLW-C Columbus; WLW-D 
Dayton; KRNT-TV Des Moines; KPRC-TV 
Houston, KLRJ-TV Las Vegas; KSWO-TV 
Lawton, Okla.; WTVJ Miami; WTAR-TV 
Norfolk; KHQA-TV Quincy; WXEX-TV 
Richmond; KFMB-TV San Diego; KSD-TV 
St. Louis; WRC-TV Washington; WITI-TV 
Milwaukee, Wis. 


RCA RECORD PROGRAM SERVICES 
Town and Country Time 
WTVY Dothan; KTSM-TV El Paso; KTRK- 


TV Houston; WDAF-TV Kansas City, RCA 
Distributors; WDMJ-TV Marquette, Mich. 


Foy Willing and the Riders of the 
Purple Sage 


WCAX-TV Burlington; KTRK-TV Houston; 
WMFD-TV Wilmington, N. C. 


The World Around Us 


KHOL-TV Holdrege, Neb.; WDMJ-TV Mar- 
quette, Mich. 


SCREEN GEMS, INC. 
All Star Theatre 


KFVS-TV Cape Girardeau, Mo., Schiff Shoe 
Stores & Krey Packing Co.; WKRC-TV 
Cincinnati; KLZ-TV Denver; WTVY Doth- 
an; WBAP-TV Ft. Worth; WDXI-TV Jack- 
son; KLAS-TV Las Vegas. 


Big Playback 
WEWS Cleveland, GHP Cigar Co.; KHJ-TV 


Los Angeles; WRCV-TV Philadelphia, GHP 
Cigar Co.; KDKA-TV Pittsburgh. 


Celebrity Playhouse 


WBAL-TV_ Baltimore, Gunther Brewing 
Co.; KFDM-TV Beaumont, Texas Coffee 
Co.; KHSL-TV Chico, D.P.M. Meats; WTVY 
Dothan; WDXI-TV Jackson; WGBS-TV 
Miami, Coral Gables Savings & Loan Assoc.; 
WTOP-TV Washington, D. C., Gunther 
Brewing Co. 

Hollywood Movie Parade 

KOB-TV Albuquerque; KIDO-TV Boise; 
WBNS-TV Columbus; KOA-TV Denver; 
KGMB-TV Honolulu; KPRC-TV Houston; 
WDXI-TV Jackson; KARK-TV Little Rock; 
KTTV Los Angeles; WCCO-TV Minneapolis; 
KOOL-TV Phoenix; KCRA-TV Sacramento; 
WARM-TV Scranton; WSYR-TV Syracuse. 
Jungle Jim 

KYW-TV Cleveland; WDXI-TV_ Jackson; 
KWTV Oklahoma City, Pettee’s Hardware; 


WEAR-TV Pensacola; KWK-TV St. Louis, 
Boil Packing Co. & Seven-Up Bottling Co. 


Tales of the Texas Rangers 


KBOI-TV Boise; KVDO-TV Corpus Christi, 
Knolle Jersey Farms; WDXI-TV Jackson; 
WEAR-TV Pensacola; KZTV Reno. 


Top Plays of 1956 


WKRC-TV Cincinnati; KLZ-TV Denver; 
KZTV Reno; KHSL-TV Chico, D.P.M. Meats. 


STUDIO FILMS, INC. 

Studio Telescriptions Musical Library 
WCIA Champaign; WGN-TV _ Chicago; 
KOMU-TV Columbia, Mo.; WINK-TV Fort 
Myers; WKJG-TV Fort Wayne; KFXJ-TV 
Grand Junction; KARK-TV Little Rock; 
WGBS-TV Miami; WITI-TV Milwaukee; 
WTVO Rockford; KENS-TV San Antonio. 


WINIK FILMS, INC. 
Famous Fights 


WALA-TV Mobile, Grady Buick; KNTV San 
Jose, San Jose Ford Motor Co.; KTNT-TV 
Seattle, S. L. Savidge Dodge-Plymouth. 


ZIV TELEVISION PROGRAMS 

Man Called X 

Dawson’s Brewery sponsoring in following 
markets: Providence, Bangor, Springfield, 
Mass., Cincinnati, Kroger Stores. 

Mr. District Attorney 

KGGM-TV Albuquerque; WAGA-TV At- 
lanta; WNAC-TY Boston; WFAA-TV Dallas; 
KLZ-TV Denver; WJBK-TV Detroit; Kala- 
mazoo, Stroh Brewing; KTTV Los Angeles; 


On the air in Studio Films’ Musical 


Library. 


KSTP-TV Minneapolis; WSM-TV Nashville; 
New Haven, General Cigar; KSL-TV Salt 
Lake City; San Francisco, General Cigar; 
KING-TV Seattle. 


Film Commercials 


ACADEMY FILMS PRODUCTIONS, 
INC., CHICAGO 

Completed: Hygrade Food Products C« ; 
frankfurters, W. B. Doner; Starbrand Salcs 
Corp., Red Cap Power Mowers, B 
Adv.; Plastone Co., Inc., Turtle Wa» 
polish, W. B. Doner; Chesty Foods, 

chips, Ruben Adv.; Helene Curtis Industri s, 
Inc., Enden Dandruff Treatment srampoo 
Weiss & Geller; Badger Paint Co, W. B 
Doner. 


ANIMATION INC. 


Completed: Speedway Petroleum Corp., 
Speedway Gasoline, W. B. Doner; Pacific 
Telephone & Telegraph Co., BBD&O; Sohio 
Boron, Gasoline, McCann-Erickson 


ATV FILM PRODUCTIONS, INC. 
Completed: Coty, Inc., Cream Powder, 
Franklin Bruck; Procter & Gamble Co., 
Ivory Snow & Tide, B&B; Colgate-Palmolive 
Co., Rapid Shave, Wm. Esty; General Mo- 
tors Corp., Frigidaire, Kudner; Procter & 
Gamble Co., Ivory, Duz, Cheer, Compton 
In Production: Tea Council of the USA., 
Inc., iced tea, Leo Burnett; Bulova Watch 
Co., McCann-Erickson; The Andrew Jergens 
Co., Woodbury Soap, Robert Orr; Advertis- 
ing Council, voting promotion, Leo Burnett; 
Remington Rand, Inc., Quiet-Writer, Comp- 
ton; General Motors Corp., Frigidaire, Kud- 
ner; Procter & Gamble Co., Ivory Snow, 
B&B; R. J. Reynolds Tobacco Co., Cavalier 
cigarettes, Wm. Esty; Pharmaceuticals, Inc., 
RDX, Zarumin, Geritol, Kletter 


GEORGE BLAKE ENTERPRISES 
Completed: General Electric Co., “GE The- 
ater,” BBDO; Block Drug Co., Sentrol, Emil 
Mogul; American Oil Co., Amoco Perma- 
lube, Katz; Chevrolet Motor Div., 
Motors, Campbell Ewald 

In Production: Cafe Curtains, Grey; Max- 
well House Div., General Foods Corp., Cof- 
fee, Y&R; Casco Iron, Dowd Redfield, & 
Johnstone; Esso Standard Oil Co., Car 
Wash, McCann-Erickson; General Electric 
Co., Snow White, BBDO 


SHAMUS CULHANE PRODUCTIONS 
Completed: Oscar Mayer & Co., frankfurters, 
Wherry, Baker & Tiiden; Wise Potato Chips 
Co., Chips & Sticks, Lynn Organization; 
Pan-Am Southern Corp., auto gas, Fitzger- 
ald; U. S. Rubber Co., chemical, Fletcher 
Richards; General Mills, Inc., Sugar Jets, 
Wm. Esty; Bristol-Myers Co., Vitalis, 


(Continued on page 61) 
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“Can’t blame me for being so excited. My new television 
show is going great guns. It’s already been sold 
im over 100 markets — big markets, small markets 
and medium size markets!”’ 


It’s a fact, THE GREAT GILDERSLEEVE is going 
great. But many important markets are still available. 
If you act now, this hilarious comedy series can get 
hig audiences for you, just as it’s doing in New York, 
Detroit, Ft. Wayne, San Antonio and the many other 
cities where it’s tops in its time period.* 

Gildy’s especially valuable to sponsors because 
his personality is a sales-building extra that 
doesn’t come with ordinary television programs. He’s 
thoroughly merchandisable. And his loyal family 
following is great for boosting sales of products every 
member of the family buys — food, drugs, beverages 
and all manner of household needs. 


Get the facts on how THE GREAT GILDERSLEEVE 
ean sell for you. Call NBC Television Films. 


The Great Gildersleeve 


“Latest available ARB Programs for ee Cc 


All Stations - 
All Sponsors 
TELEVISION 
FILMS 








A DIVISION OF KAGRAN CORPORATION 


663 Fifth Avenue, in New York, 
Merchandise Mart in Chicago, 
Taft Building in Hollywood. 
In Canada: RCA Victor, 

225 Mutual Street, Toronto. 
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DCS&S; The Borden Co., Coffee, DCS&S; 
The Andrew Jergens Co., ‘lotion, DCS&S. 

In Production: Esso Standard cas Co., gas & 
oil, MacLaren; Bristol-Myers Co., um 
deodorant, DCS&S; General Mills, Inc., 
Cheerios, D-F-S; Noxzema Chemical Co., 
sunburn lotion, MacLaren; The Quaker Oats 
Co., cereal, Wherry, Baker & Tilden; Wise 
Potat Chip Co., Lynn Organization; Amer- 
ican Brewery, Inc., Beer, VanSant Dugdale; 
U. S. Rubber Co., Fletcher Richards. 


GORDON M. DAY PRODUCTIONS 


Completed: Burry Biscuit Corp., ice cream 
coneiwice, Beacon; Community Coffee, Her- 
bert S . Benjamin; Roman Meal Co., bread, 
Roy S. Durstine; Sports Show, E. M. Frey- 
stadt; Ultra Chemical Works, Ultra Gloss 
wax, Hazard 


DYNAMIC FILMS, INC. 


Completed: Bulova Watch Co., McCann- 
Erickson; Feature Ring Co.; Coty, Inc., per- 
fume, Franklin Roa Charles Antell, Inc., 


hair preparation; Bardahl Mfg. Corp., oil, 
Miller, Mackay, Hoeck & Hartung; Pure Oii 
Co., Leo Burnett; Muscular Distrophy 
Assoc.; Sunbeam Corp., air conditioners, 


| ye Cities Service; Community Chest; 
Boys Club of America; United States Cham- 
ber of Commerce; T.A.A. Productions; Kay 
Jewelry Stores. 


ELLIOT, UNGER & ELLIOT, INC. 


Completed: Procter & Gamble Co., Oxydol, 
D-F-S; Procter & Gamble Co., Spic & Span 
(Canadian), Biow; Post Cereals Div., Gen- 
eral Foods Corp., Post 40% Bran Flakes, 
B&B; Campbell Soup Co., BBDO; J. B. Wil- 
liams Co., Skol suntan lotion, JWT; Bristol- 
Myers Co., Ipana, DCS&S; he American 
Tobacco Co., Herbert Tareyton cigarettes, 
. H. Hackett; Pan American air travel, 
JWT; Peter Hand Brewery Co., Peter Hand 
Beer & Meister Brau Beer, BBDO; Avon 
Products, Inc., cosmetics, Monroe Dreher; 
Robert Hall clothing, Frank Sawdon. 
In Production: The Morton Co., frozen 
foods, Bates; Procter & Gamble Co., Spic & 
Span, Biow; The F. & M. Schaefer Brewing 
Co., beer, BBDO; Eastman Kodak Co., cam- 
eras & film, IWT; Procter & Gamble Co., 
Crisco, Compton; Revion Products Corp., 
Love Pat, Moonglow Buildup, C. J. La- 
Corp., Satin Set 


. Kings Men 
Cosmetics, Weiss and Geller; General Mills, 
Inc., flour, D-F-S. 


FILMACK STUDIOS 


Completed: Walgreen Co., Photographic 
Film, R. Jack Scott; Jays Potato Chips, 
Rippied Dippettes, Olian & Bronner; Gen- 
eral Telephone Co. of the Southeast, colored 
telephones. WHIZ-TV Zanesville; Michigan 
Tourist Council & Greyhound Cre travel 
and see Michigan, Beaumont & ohman; 
Claussen’s Bread, Douglas-Mahon; Kinnett 
Dairy, Milk, Updegraff-Zukerman; Louisiana 
Library Assoc. 


FILM CREATIONS 


Completed: Florida Citrus Commission, 
B&B; Producers Showcase, NBC; Sunbeam 
Corp., Appliances, Perrin-Paus; Revlon 
Products Corp., Norman, Craig & Kummel; 
Ronson Corp., Norman, Craig & Kummel. 

In Production: Lever Bros. Co., Spry, 
FC&B; Aluminum Co. of America, Alcoa, 
Fuller & Smith & Ross; American Oil Co., 
Amoco, Katz; Rayco Mfg. Co., Inc., Pro- 
ductions for Television. 


FIVE STAR PRODUCTIONS 


Completed: American Safety Razor Corp., 
Gem Razors, McCann-Erickson; Chevrolet 





In the water in a George Blake Lucky 
Strike spot. 


On the ground in Ziv’s Highway Patrol. 


Div. of General Motors, Cars, Campbell- 
Ewald; Brown & Haley, Mountain Bars, 
Honig-Cooper; California Federal Savinvs & 
Loan Assn., Elwood J. Robinson; Ruskets & 
Ruskets Flakes, Elwood J. Robinson. 

In Production: American Safety 

Corp., Gem Razors, McCann-Erickson. 


HANKINSON STUDIO, INC. 


Completed. American Express Co., Travelers 
coaemues, B&B; Procter & Gamble Co., Tide, 


Razor 


In Production: Columbia Records, Inc., Mc- 
Cann-Erickson; General Foods Corp., Max- 
well House Coffee, B&B. 


KEITZ & HERNDON, DALLAS 


In Production: Lone Star Beer, Glenn; 
Griesedieck Beer, R&R; Apco Gasoline, Er- 
win, Wasey; Genell, Inc., Glenn; Gladiola 
Biscuits, Crook. 


KLING FILM PRODUCTIONS 


Completed: Armour & Co., Pirate Coins 
premium, Tatham-Laird; The Maytag Co., 
ranges, Leo Burnett. 

In Production: Advertising Council, in- 
formed voting, Leo Burnett; Charles Pfizer 
& Co., Inc., Pfizer’s Formula, Leo Burnett; 
Toni Co., Prom, North Adv.; Procter & 
Gamble Co., “American Family,” H. W. 
Kastor; Merchants Bank, banking services, 
Ambro; Kellogg Co., Variety Pack, Leo 
Burnett. 


LALLEY & LOVE, INC. 


Completed: Westinghouse Electric [or 
grill & waffler, McCann-Erickson; The S.S.S. 
Co., Neurabalm, Day, Harris, Hargrett & 
Weinstein; North American Philips Co., Inc., 
Norelco, C. J. La Roche; American Safety 
Razor Corp., Gem razors & blades, McCann- 
Erickson; Aluminum Company of America, 
ALCOA Wrap, Ketchum, MacLeod & Grove. 
In Production: Oakite Products, Inc., Oakite, 
Calkins & Holden. 


NATIONAL SCREEN SERVICE 
CORP. 


Completed: Electric Auto-Lite Co., batteries 
& sparkplugs, Grant; Technion Story, docu- 
mentary; Burry Biscuit Corp., chocolate 
cookies, Beacon; Campbell Soup Co., “Star 
Stage” — openings, BBDO; Gemex Co., 
watchbands, Fairfax; American Broadcast- 
ing Co.—Film, “Musketeers” promotion. 
In Production: Pharmaceuticals, Inc., 
tol—opening & closing, Kletter; Manufac- 
turers Trust Co., titles, Rose- Martin; New 
York Mirror, youth forum. 


FRED A. NILES PRODUCTIONS, 
INC. 


Geri- 


Completed: The R. M. Hollingshead Corp., 
Hi-Shine car polish, Manchester, Williams & 
Kreer; Curtiss Candy Co., Baby Ruth, C. L. 
Miller; Kelsey-Frazer electrical appliances; 
Rust- Oleum Corp., O’Gra yp ag ree & 
Union Starch & Refining 0., Reddi-Starch, 
H. Kastor; American Dairy Assoc., dairy 
products, Campbell- Mithun; Cook Chemical 
Co., Real-Kill, Allmayer, Fox & Reshkin; 
Oklahoma Gasoline, aryland Adv. 


In Production: Leonard Gasoline, Wesley 

Aves & Assoc.; Ohio Bell Telephone Co., 

service, Stockton, West & Burkhardt. 
(Continued on page 64) 
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For: 


Agency: 


For: 


‘HOLLYWOOD’ 
IN THE ‘EAST 


Leo Burnett, Inc. 


Tea Council 





Robert Orr & Associates 
Woodbury 





Franklin Bruck & Co. 
Coty 


Commercial Film Proaucers 












ATV FILM PRODUCTIONS. 


EXETER 2-4949 


INC. 
37-15 35th STREET, L.t.€.1,N.¥.€ 
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here comes another thoroughbred... 

















Make a list of the fastest-moving 
Westerns in television, and you’re bound 
to include Annie Oakley, Range Rider, 
Gene Autry and Buffalo Bill, Jr. — all 
produced by Flying A Pictures. And now 
there’s another Flying A thoroughbred — 


The Adventures of Champion, starring 





Champion the Wonder Horse. . . the story 
of a wild stallion, a boy and his dog 


in lawless cattle country. 


Cc HAM > j oO NS | One of the best-known animal heroes in 
© showbusiness, Champion has been featured 
Nea in more than 100 television programs, 


© 3 i 85 motion pictures, all of Gene Autry’s 


tours and Championship Rodeos. . . and 














in Champion comic books with annual 


sales of more than three million copies! 


On the CBS Television Network, The 


Adventures of Champion clocked a 





17.9 rating at 7:30 pm*—a neatly 
balanced audience of 26% men, 

29% women and 45% children** 
Which bears out Billboard’s 

Se evaluation: ‘‘Champion is 
- . solid entertainment... 

excellent production...over all, the kind 
of fare that parents can sit down with 
their children to watch!” 


The kind of fare you’d do well to look 
into... by calling CBS Television 
Film Sales, distributor of the fastest- 


moving films in television. 


CBS TELEVISION FILM SALES, INC. 
New York, Chicago, Los Angeles, 
Detroit, San Francisco, Boston, Atlanta, 
Dallas and St. Louis. Distributor in 


Canada: S. W. Caldwell, Ltd. 


*Nielsen — Nov. 1955 (first report) **ARB— Nov. 1955 
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PLAYHOUSE PICTURES 


In Production: H. J. Heinz Co., Pickles, 
Vinegar, Ketchup, Maxon; Joseph Schlitz 
Brewing Co., Beer, JWT; Eastside Div. of 
Pabst Brewing Co. of Calif., Old Tap Lager, 
IWT; Tums, JWT; Kellogg Co., Rice Kris- 
pies, Leo Burnett. 


FLETCHER SMITH PRODUCTIONS 


Completed: Quality Bakers of America, 
Sunbeam Bread; Roto-Broil Corp. of Amer- 
ica, Fiesta “400,” uct Services; 
Doeskin Products, Inc., tissues, Harry 
Cohen; Glamorene, Inc., Product Services; 
Bristol-Myers Co., Bufferin, Y&R. 


TRANSFILM, INC. 
Completed: U. S. Rubber Co., U. S. Royal 


tiac, MacManus, John and Adams; Radio 
Corporation of America, RCA Victor Rec- 


ords, Grey; Fragrance Foundation, r- 
fumes, FC&B; Colgate-Palmolive Co., Lus- 
tre-Net, Lennen & Newell; International 


Latex Corp., Playtex girdles & bras, FC&B; 
Colgate-Palmolive Co., Brisk, Wm. Esty. 


UPA PICTURES, INC. 

Completed: Donahue Sales, Talon Zippers’ 
ae McCann-Erickson; P. Ballantine 
& ns, beer, Wm. Esty; Outboard, Marine 
& Mfg., Lawn Boy, Geare-Marston. 

In Production: Piel Bros., beer, Y&R; Col- 
gate-Palmolive Co., Florient, Street & Fin- 
ney; Allied Chemical & Dye Corp., Arcadia 
Nitrogen Solution; Corn Products Refining 
Co., Niagara Starch, C. L. Miller. 


VIDEO PICTURES, INC. 


Completed: The Gruen Watch Co., Grey; 
Shulton, Inc., Old Spice; Colgate-Palmolive 
Co., Halo shampoo, Carl Brown. 


In Production: Glass Container Mfg. Insti- 








Tires, U. S. Keds, Chemicals, Fletcher Rich- 


ards; 4 DuPont de Nemours, Paint, tute; Oldsmobile Div. of General Motors, 
BBDO; Speidel Co., watchbands, Norman, Oldsmobile cars, D. P. Brother; Shulton, 
Craig & Kummel; The Gruen Watch Co., Inc., Old Spice; The American Tobacco Co., 


watches, Grey; General Motors Corp., Pon- Pall Mall, SSC&B. 





THIS 
8 LG 
JUST 
THE 
BEGINNING 
OF 

16 MM! 

















Talk was that other film sizes than 16mm could 
do better jobs in the industrial, educational 
and commercial fields. 


Not while there is a film laboratory like 
Precision, bringing 16mm to the peak of 
perfection. In fact, we are demonstrating daily 
that 16mm can do more — and better — things 
in movies than have been done before. 


Precision Film Laboratories developed 

unique equipment to realize the fullest 
potentialities in 16mm, such as the optical track 
printer; timing, fades, dissolves, scene-to-scene 
color corrections, invisible splices without notching 
originals ; direct electric printing and many others. 


No, 16mm is just beginning. Depend on it for 
your next film project and, of course, depend on 
Precision to do exactly the right job in 
bringing life and sparkle to the best of your 
production efforts. 


you'll see y> r > and hear 





Frum 


CABCOCRATFORI EBS, tnc. 
21 West 46th Street, New York 36, New York 
A DIVISION OF J A MAURER. INC - 

* 


in everything, there is one best .. . in tilm processing, it's Precision 
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gestions to put the band in tuxedos, 
to add a leggy chorus line, to give it 
sparkle with kicked-up production 
values. But Messrs. Minor and Welk, 
in apparently flagrant disregard for 
trade reactions, stuck to their belief. 
They maintained that a simple pro- 
gram with likable people playing 
danceable music would draw viewers 
and sell Dodges. 

And current figures indicate how 
justified their stand was. The program 
is now transmitted to 59 stations 
directly, to another 107 by delayed 
telecasts and to seven by kine. The 
show has grown from its initial 118 
stations to a whopping 173. And the 
ratings have shown a _ comparably 
steady and gratifying rise. In January, 


Welk chalked up a 29.1 Nielsen and 


a 15.9 Trendex. 
Dealers Get Results 


“While we regard the various na- 
tional Mr. 
Minor, now general sales manager for 


ratings as important,” 
Dodge cars and trucks, explains to- 
day, “we have something of much 
greater interest — and value — to us.” 
That something is 4,000 “meters” in 
the form of Dodge dealers throughout 
the nation, and they not only give 
strong tabulations on “what’s with the 
televiewers,” they significantly show 
“what’s selling.” “This is the strong- 
est point, of course, in any program’s 
favor,” Mr. Minor continues, “and it’s 
one of the major reasons we're so 
enthusiastic. Dodge is extremely happy 
with the Lawrence Welk 
terms of both programming and the 


show — in 


sales we have experienced as a direct 
or indirect result of our sponsorship.” 

Success of the presentation goes 
beyond the popularity of Welk’s bub- 
bling Champagne Music and is based, 
in part, on the wine-warm personality 
of the bandleader, himself. Welk is 
described as “highly likable” by his 
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associates who say that “Lawrence 
can’t be phony. . . . He may get wild- 
eyed when having to read more than 
seven words on an idiot sheet, but he 
doesn’t need any prompting when it 
comes to Dodge commercials.” 

Similarly, he doesn’t need any 
prompting in terms of dealer-relations, 
either, and has become a veritable 
grass-roots salesman for Dodge. Dur- 
ing his local KTLA tenure, Welk made 
frequent personal appearances—alone 
or with his band—for individual deal- 
ers, even going into showrooms for 
special events like Lions Club and 
Kiwanis benefits. In other words, “He 
went out of his way to deal directly 
with and help the dealers.” 


12-Day Junket 


On a national scale, the purveyor 
of Champagne Music (who doesn’t 
drink, but does drive a Dodge) went 
on a 12-day junket last spring for 
champagne-dealer luncheons and press 
parties in the midwest. More recently, 
he and the band helped hypo a sagging 
auto market in Texas by opening the 
Houston National Automobile Show, 
Jan. 1. He upped the previous attend- 
ance record from 18,000 to an impres- 
sive 27,000, with some 5,000 unable 
even to obtain seats. And for his 
sponsor, he introduced a souped-up 
Custom Royal Lancer, available only 
in Texas. In February, he and his 
outfit trouped across country for a 
New York origination and press show- 
ing of his program’s pull, and they 
plan another trip through additional 
eastern markets for several weeks in 


April or May. 
Works with Dealers 


“His enthusiasm in working directly 
with our many Dodge dealers — in- 
dividually as well as nationally — and 
the results his efforts net us,” Mr. 
Minor affirms, “make the program 
investment doubly worthwhile.” 

Welk’s effectiveness as a salesman 
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is shown by the many customers who 
go into showrooms asking to see the 
Dodge he drives or the model specifi- 
cally displayed on one of his programs, 
invariably tying in his name with their 
requests. 

“Another note of special interest to 
the factory,” Mr. Minor says, “is the 
number of fine letters received weekly. 
They often come from the Dodge 
dealers, themselves, expressing satis- 
faction with The Lawrence. Welk Show. 
In the automobile business, acclama- 
tion by dealers is rare indeed, but 
Lawrence is doing it for us.” 

During the “Dodge for Life” pro- 
motion, held recently in cooperation 
with the National Safety Council (and 
subsequently described by NSC presi- 
dent Ned Dearborn as the “greatest 
safety event in the Council’s history”) , 
Mr. Minor got a personal taste of 
television’s pull. When he appeared 
on one of the Welk shows, thousands 
spotted him as “the guy responsible 
for Welk’s sponsorship” and flooded 
him with letters of appreciation. Fol- 


HOW ADVERTISERS 


lowing the conclusion of the contest 
on Dec. 19, Mr. Minor received several 
thousand Christmas cards from Welk 
fans. 

How is this paying off for the Welk 
orchestra? For one thing, the sponsor, 
not content with mere contract re- 
newals and lip service, at Christmas 
time delivered new 1956 Dodges to 
23 members of the band for their 
personal use, to be replaced by 1957 
models when they come off the line. 


Band of the Year 


And the Welk group, after years of 
skillful performances throughout the 
nation, was recently named no. | 
dance band of the year by Downbeat 
in a vote by the National Ballroom 
Owners of America. Even television 
editors came through in one recent 
poll and named The Lawrence Welk 
Show as no. 1 musical program of the 
year, over the Voice of Firestone, Max 
Liebman Presents, Your Hit Parade 
and the Perry Como Show, in that 
order. 


GET THE MOST 


OUT OF TELEVISION 


In its current series of Product Group Success Stories, TELEVISION AGE goes 
deeply into each field of business, then outlines in detail the many ways firms in these 
fields have met their problems through television advertising. 


Each article includes dozens of actual television success stories. We believe this hard 
hitting material will help show hard-to-sell prospects how they can use tv to build sales. 


Reprints of the first ten articles in this series are available at 25¢ each, 20¢ in lots 
of 10 or more. Just fill out the coupon below. 


Reader’s Service 


meee eee a ee eee ee 























| 
I = «# ‘ , ) , l 
| Television Age 444 Madison Avenue, New York 22, N. Y. } 
Please send me reprints of the following Product Group Sucres- storie- I 
1 “Bakeries and Bakery Products,” __ copie- 
I “Dairies and Dairy Products,” copie- | 
“Banks and Savings Institutions.”__ copie- ! 
| “Dry Cleaners and Laundries,” __ vopies 
1 “Groceries and Supermarkets,” copies j 
I “Furniture and Home Furnishings,” __ copies l 
: “Home Building and Real Estate,”_____ copies 1 
r “Jewelry Stores and Manufacturers,” __ copies ; 
I “Nurseries, Seed and Feed,” ______ copies i 
“Hardware and Building Supplies,” _ copies " 
| 
| Name af j 
{ 1 
Position =. a 1 
! 
Company es - 
Address 2 edad ; 
I 
City Zone State a cae . 
1 © L enclose payment 1) Bill me . 


Vay 1956, Television Age 


65 

















Lucky Black Cat* 


The wmaz-tv Macon black 
cat “trademark” was a natural 
for the channel 13 station. The 
problem was to prevent any su- 
perstitious viewer from feeling 
such a trademark was unlucky. 
So “Teavie,” as he is called, 
turned out to be a friendly, 
homely little feline that would be 
welcomed in anyone’s home. 

Chiefly responsible for his de- 
velopment was WMAZ-TV’s staff 
artist, Mrs. Carolyn McMillan. 
She has developed him into a cat 
who fishes, takes baths on Satur- 





day nights, waits by the chimney 
for Santa Claus, welcomes in a 
brand new year, waves a Confed- 
erate flag on appropriate South- 
ern holidays, peeps out from 
behind curtains during movie in- 
termissions and fits into practi- 
cally any situation. 

Teavie has been used since the 
station went on the air September 
23, 1954. He is on at least 90 per 
cent of station ID’s for introduc- 





tions to weathercasts, news and 
film shorts. 

A specially modelled hand pup- 
pet of Teavie was a guest of 
Charlemane the Lion, when Helen 
Farmer visited Walter Cronkite 
on the air when he was emcee of 
the CBS Morning Show. When 
time permits Mrs. McMillan fre- 
quently dashes off sketches of him 
for visiting youngsters as souve- 
nirs of the station. 


2 *One of a series. 
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PROGRAMASTER’S NEW 
SPECIAL EFFECTS MACHINE 
PrograMaster Co. of East Provi- 


dence, R. I., has designed and produced 
a new remote control crawl and special 
effects machine, the PrograMaster. The 
unit can be used for continuous-travel 
program credits, commercial spo.s ancl 
films. 

An electrical control creates a steady 
travel of film with adjustable speeds 
that can be varied at will, even while 
the film is in motion. The Progra- 
Master can be operated in either verti- 
cal or horizontal positions. The hori- 
zontal position is useful for represent- 
ing animation by passing murals be- 
hind scale models. 


SCREEN ACTORS ON 
ELECTRONICAM 
After four weeks of hearings a three- 


man panel of the American Arbitration 
Assn. in New York held that the 
Screen Actors Guild had jurisdiction 
over the Du Mont Electronicam Film 
System. This two-to-one decision de- 
nied the claim of jurisdiction by the 
American Federation of Television and 
Radio Artists, declaring “null and void 
and of no force or effect” a letter 
asserting the AFTRA claim, circulated 
last fall among film producers and 
advertising agencies. 

The majority report of the panel 
stated, “Neither the electronic view- 
finder nor any other improvement the 
Electronicam possesses over the stand- 
ard motion picture camera alters the 
basic fact that the Electronicam is a 
motion picture camera when used for 
the production of theatrical motion 
pictures and for motion pictures for 
telecast.” 

NEW HAL ROACH 


COMMERCIAL STUDIO 
In the near future the commercial 


division of the Hal Roach Studios will 
build a new studio at an estimated cost 
of over $200,000. The new quarters 
will be for the exclusive use of the 
commercial division which will have 
its own permanent stages, executive 
offices, production offices and screen- 
ing room, as well as space for the 
scenic and art departments. The build- 
ing will accommodate a staff of 30. 


DYNAMIC EXECUTIVES 

Dynamic Films, Inc., New York, 
producers of tv commercials and in- 
dustrial and educational films, recently 
appointed William C. Pitts as director 
of sales and production developmen! 
and Michael 
Laurence as 
staff director 
and director 
of publicity 
and public 
relations. 
Mr. Pitts, 


formerly a 





member of 
NBC’s Plan- 
ning Board, worked on The Fred 
Waring Show, The Goldbergs, The 
Borden Show and Tex and Jinx. Mr. 
Laurence was associated with Martha 
Raye Show, Schlitz Playhouse and 


most recently was assistant producer 


LAURENCE 


on the Garry Moore Show. 


AUTOMATION FOR 
PROGRAM CONTROL 
A 60-foot roll of punched paper 


tape, which moves through an Auto- 
matic Program Controller at the rate 
of three inches per half hour, can 
automatically control split-second pro- 
gramming of television and radio sta- 
tions for a 24-hour period. The 
punched holes in the tape, used in the 
Program Controller developed by the 
General Electric Co.’s broadcast equip- 
ment section at Syracuse, N. Y., can 
automatically stop and start up to 
seven pieces of studio equipment. That 
involves all pieces normally used for 
station breaks and continuous pro- 
gramming, including projectors, sound 
turntables, slide equipment and net- 
work sources. 


ANIMATION EQUIPMENT’S 
STOP-MOTION MOTORS 
A new line of stop-motion motors, 


designed by John Oxberry of the 
Animation Equipment Corp., New Ro- 
chelle, N. Y., includes five-speed, two- 

speed and single-speed units. 
The five-speed motor has a frame 
counter and a dial for quick selection 
(Continued on page 68) 
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On Film (Cont'd from page 66) 


of four forward speeds of 60, 120, 
180 or 240 rpm which can be changed 
without stopping. The fifth speed is an 
instant rewind speed of 720 rpm (one- 
half live action speed) and is designed 
to save rewinding time for double 
exposures and dissolves. 

Two-speed motors are built to be 
preset at any one of the four forward 
speeds — 60, 120, 180 or 240 rpm — 
in combination with the rewind speed 
of 720 rpm. One-speed units are pre- 
set at any one of the same four forward 
speeds but do not have the fast rewind 
feature. 


CINEPIX LABS MOVES 

Cinepix Laboratories, Inc., has 
moved from Hoboken, N. J., to its own 
six-story building in New York City. 
The newly-expanded processing labo- 
ratory will occupy four floors of the 
building and have a capacity of 500,- 
000 feet daily of 16 mm film, 250,000 
feet daily of 35 mm film and 100,000 
feet daily of 16 mm color film. 


Newsfront (Cont'd from page 52) 


ing Co., pointed out that as always the 
public will be the final judge. 
Because of this he urged that the 
critics of the industry should not be 
ignored and that people in television 
work together to overcome the sugges- 
tion that 
importantly that there is something 


“we are hucksters and more 


tricky and disreputable about the ad- 
vertising business.” 

“I believe it is in the best interest 
of the 
tinued, 


business,” Mr. Kintner con- 
“to remove the present physical 
monopolies caused by station scarcity. 
I think the common objective of all 
should be the maintenance of a radio 
and television industry of free char- 
acter so that our competitive enterprise 
system can work efficiently.” 
overcommercial- 
ism, the speaker spoke critically of 
switch and bait advertising and other 
misuses. 


Warning against 


An impartial and definitive study to 
establish the reaction of children to 
programming in the late afternoon and 





GEORGE C. MCCONNAUGHEY 
. proposes research program .. . 


early evening hours was called for by 
the speaker. 

Mr. Kintner said 
in closing, “I think the industry as a 
whole should unite to finance motiva- 
tional research to determine the reac- 
tion of individual listeners and viewers. 
not only to our programming but to 
our commercials, in order that we may 


“Most important,” 
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Fully Automatic Self-Contained 
l6mm Film Developing Machine 


BRIDGAMATIC Jr. does automatic 16- 
mm film processing at small cost, fits in most 
any corner. A true one-man lab, requires no 
special skill, no rigging, no constant watchinz— 
simply plug in and operate. Ideal for Motion 
Picture Producers, TV Stations, Laboratories, 
Photo Finishers, Microfilmers, etc. Built-in drybox, 
heating elements, stainless steel tanks, air 
squeegee—develops and dries ready 
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Bardwell & McAlister 
Multiple Striplites 


Extends 4 to 15 ft. high. For indoors and out- 
doors. 3 Striplites, each with 4 swivel sockets ond 
switch—holds twelve 150-watt R40 lamps—total- 
ing 1800 watt illumination. Folds t> portable size. 
Weatherproof cable, rubber tired casters, Can 
also be used with ColorTron convert- 


ers. Orig. U. S. Gov. cost $180. excel- I- $ 
lent condition—now priced only. 29. 50 
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16/35mm Titler and 
Special Effects Kit 





For Top Professional Results! 


Produces widest range of titles, trick films, car- 
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cameras. Horizontal and vertical operation. Table 
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size 7¥g”" x oY" with tipp: ng frame, overall 
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Complete with all accessories. 


@ Twin lamps with reflectors for front and rear 
illumination. 


weight 40 Ibs. 


@ Title card frame, platens at top and bottom. 
@ Distance scale for correct settng of camera 
lens. 

@ Running plus climbing title device for produc- 
ing any number of titie lines. :urntapie tor 
rotating titles, smail objects and many other 
purposes. 

 * ee $159.50 
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have more comprehensive qualitative 
data at hand to judge our creative 
position.” 


FCC HEAD SPEAKS. George C. 
McConnaughey, chairman of the Fed- 
eral Communications Commission, in 
a luncheon meeting speech proposed a 
“concentrated research program in 
which all knowledge is pooled — to the 
specific subject of uhf only. 

“A two-fold approach should be 
made,” he continued, “concentrating 
on both the uhf receiver and the uhf 
transmitter. A genuine uhf receiver 
could perhaps be developed with an 
improved detector for increased sensi- 
tivity and range and a more practical 
tuning device to be used with a newly 
designed antenna. 

“Once this development program 
has been completed,” he said, “the 
Commission and the industry will have 
a sound technical basis for making a 
long-term decision on the merits of 
uhf. Industry has a very large 
stake in the utilization of adequate 
additional channels. A prolonged 
scarcity of tv outlets will cause re- 
newed and increasingly grave Con- 
gressional demands for regulation of 
the industry.” 

Almost before he had finished speak- 
ing, Westinghouse Broadcasting Co. 
announced that it would support the 
chairman’s proposal. President Don- 
ald C. McGannon “We are 
convinced that the status of current 
research into this problem of uhf 


said, 


allocation does not go deep enough to 
permit any of us to draw qualified con- 





JOHN DALY 
... fights for tv freedom 





Informal discussion during break in the Engineering conference shows FCC 
Commissioner Robert T. Bartley (1), Dr. William L. Everett, U. of Ill. and Com- 
missioner Edward M. Webster in conversation. 


clusions concerning the ultimate rule 
of uhf. It is this need for additional 
research which prompts WBC to give 
total support to this proposal.” 


FREEDOM OF INFORMATION. 
Urging NARTB members to fight for 
elimination of discriminatory practices 
which ban tv and radio broadcasts 
from courtrooms and legislatures, John 
Daly, vice president of the American 
Broadcasting Co., said that in the 
“final analysis, the energy each puts 
into proselytizing congressmen and 
court officers and educating and in- 
forming the general public in his own 
area must prove the most vital element 
in the victory.” 

Mr. Daly denied that the recent de- 
cision of the supreme court of the 
state of Colorado, permitting individual 
judges to decide whether or not they 
will allow television coverage of their 
courtrooms, is a major one. 

He pointed out that this decision 
creates dangers that it may set the 
precedent and provide critics with a 
“convenient way of keeping us out 
while pretending to give us our right. 
The ‘Colorado decision’ permits a judge 
to bar us where he wouldn’t dream of 
barring newspaper reporters.” 


FCC PANEL. Seven members of the 
FCC sat as a panel on Tuesday after- 
noon and answered questions fired at 
them by broadcasters from the floor. 
Out of the session came suggestions 
from commissioners that broadcasters 
should use their right to editorialize 


more freely; that the FCC should re- 
vise its system of recognizing public 
service programming to include paid 
material under this 
that the FCC has 


only a limited number of cases still 


as well as free 


classification and 
hanging fire on its docket. 
Commissioners taking part included 
Robert E. Lee, Robert T. Bartley, Rosel 
H. Hyde, Chairman McConnaughey, 


Edward M. Webster. John Doerfer 
and Richard A. Mack. 
WEDNESDAY, APRIL 18. Clair 


McCollough, weaL-tv Lancaster and 
retiring chairman of the Television 
Board of Directors, opened Television 
Day by urging broadcasters to make 
the best possible use of positive mate- 
rial supplied by NARTB and that indi- 
vidual telecasters supplement the asso- 
ciation’s efforts on a national level by 
keeping their respective congressmen 
informed on broadcasting matters. He 
that the 


must “wage a constant fight to prevent 


warned television industry 
further government regulation.” 
Blaming failure to educate the view- 
ing public about the existence of the 
Code, G. Richard Shafto, 
wis-Tv Columbia and chairman of the 
Code Board, told 


telecasters that “just as we must reg- 


Television 


Television Review 


ulate our own affairs — or be regulated 
so we must be our own public rela- 
tions men— or others will fill that 
void too.” 
Pointing out that the greatest code 
problem in program content at the 


(Continued on page 70) 
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Newsfr Ont (Cont'd from page 69) 


local level is film and emphasizing that 
the only way to keep objectionable 
scenes off the tv screen is constant 
previewing, Mr. Shafto also pointed to 
the dangers of overcommercialism and 
said that telecasters who overcommer- 
cialize on their stations “are collec- 
tively placing the entire broadcasting 
industry in grave danger of govern- 
ment regulation.” Clips from code- 
violating films were shown during the 


talk. 


COLOR PROBLEMS. Some of the 
problems of color television were re- 
viewed at a forum of the management 
meeting when Jules Herbuveaux, WNBQ 
Chicago; Harold Hough, wBap-tTv 
Fort Worth; Thomas Howard, wetv 
Charlotte, and Robert D. Swezey, 
wosu-Tv New Orleans, spoke. 

Mr. Herbuveaux, vice president and 
general manager of wWNBQ, which has 
just become the first all-color station, 
told about color remodeling. He noted 
that there’s “no need for exorbitant 
cost” in switching to color. He pointed 
out that there was need for very little 
increase in staff. 

Mr. Hough agreed that color needs 
no extra staff. He said that at wBAP-TV 
they had found it easy to create stage 
settings that “show up well.” He said 
that tube costs increase; his station 
uses two cameras on each color show. 
“It takes $5,100 to load a color camera 
(with tubes) against $1,200 for black 
and white,” he said. Giving a thorough 
endorsement to color, Mr. Hough closed 
with the statement: “I have never 
talked to a viewer or watched a viewer 
who was not wild about color tele- 
vision.” 

Mr. Swezey said the WDSU-TV ap- 
proach to color has been gradual. The 
station built a flexible color studio and 
purchased live cameras so that station 
personnel could experiment and learn 
in terms of color operation. Adver- 
tisers have been introduced to the new 
medium through special closed circuit 
telecasts (“Color Introduction,” Tv AGE, 
February, 1956). Rates are still in 
question, but a rate card increasing 
b&w rates by 10 per cent for color is 
now in effect at the station. “Color is 
an improved service and you must 
charge for it,” said Mr. Swezey. “Once 


: 


ROBERT D. SWEZEY 
... approach to color gradual . . . 


you give something away you can never 
sell it again.” 


Mr. Howard told how wstv Char- 


lotte had planned so that they can 


convert to full color within ten days 
when set saturation and viewer and 
advertiser demand warrant. 


PRESIDENT SPEAKS. In his lunch- 
eon address on Wednesday Harold E. 
Fellows, president and chairman of the 
board of NARTB, told the meeting that 
while the association can do many 
things for members it cannot take the 
place of the efforts the members must 
make in their own behalf and for the 
good of the industry. 

In the course of his remarks Mr. 
Fellows said that the pilot study of 
audience circulation would be ready 
some time after the first quarter of 
1957 and that by the end of that year 





HAROLD E. FELLOWS 
NARTB can do many things 


or early in 1958 industry-wide figures 
on television circulation would be pro- 
duced. (See Advertising Research 
Foundation, county-by-county figures 
on page 100.) 

Mr. Fellows also urged an “attitude 
study” to reflect opinions of the public 
concerning broadcast programming 
and advertising. 

In conclusion, the NARTB president 
reaffirmed his faith in the broadcaster 
and his ability to face the tremendous 
responsibilities which are his. 


HAGERTY POLICY. James C. Hag- 
erty, news secretary to President Eisen- 
hower, pointed out that he announced 
at the first news conference after he 
took the job that “radio and tv would 
be on an equal footing with news- 
papers and magazines.” He noted that 
since January of 1955 the two media 
have been admitted to the President’s 
news conferences. 

Explaining the limiting of radio and 
tv coverage to tape and film, he said 
that this was purely for the protection 
of the country since the President 
speaks extemporaneously and might be 
subject to a “normal slip of the 
tongue” which, if aired live, could 
result in national complications. 

Mr. Hagerty said that he does not 
censor any of the President’s news 
conference material, although “I try 
to take out local questions” which 
have no national significance. 

Station operators also are in politics, 
J. Leonard Reinsch, executive director 
of wss-Tv Atlanta, told the political 
telecast session. This is a tribute “to 
the tremendous effectiveness of tele- 
vision and radio,” he added. “No 
political candidate today can expect 
to be continuously successful without 
using broadcast media.” 

Speaking of political broadcasting, 
Mr. Reinsch pointed out that “the 
American people are entitled to see and 
hear the national candidates, but that 
obligation should not carry to a dozen 
other splinter candidates. . . . We do 
need up-to-date legislation, and our 
industry should take strong steps in 
providing the necessary support to the 
Congress. 

“Get acquainted with all the major 
candidates in your area,” Mr. Reinsch 
said in conclusion. “After the election 
you will then be acquainted with the 











winner and you will have established a 

friendly relationship that will pay divi- 

dends when Congress is in session.” 

TvB PRESENTATION. Among the 

most talked about segments of the en- 
: tire convention was the Television 
Bureau of Advertising session on Wed- 

nesday which saw Oliver Treyz, presi- 
dent, and a group of his executives 
unveil research conducted in the Chi- 
3 cago market. The research tends to FOR THOSE 

prove that “in a week’s time, for every 

12 hours 19 minutes of newspaper Vi lome 

reading, there are 68 hours, 57 minutes 
. spent with television.” 
1 The presentation included a break- | AFFORD 
: down of the study which showed: 
1 1. Monday through Friday, in met- THE FINEST 
- ropolitan Chicago, 134,000 people are 
t reading newspapers per average quarter 
a hour. 
s 2. During the same measured morn- 

ing time, tv is viewed by 511,000 
d people per average quarter hour. 
d 3. In the afternoon the gap is even 
n wider with 157,000 people reading 
it newspapers per average quarter hour . *a/ 
e and 835,000 people watching tv in the in the East it's... 
e same period. 
d 4. On Saturday morning newspapers 

do a little better in the readership de- 
rt partment with 161,000 actual readers 
1S per average quarter hour while tv gets . | 
y 426,000 viewers per average quarter 
h hour. y 

5. On Sunday morning newspaper lh 
S, reading does well with 300,000 and tv ie ROUND-THE-CLOCK SERVICES 
or comes in second with 224,000 viewers NEGATIVE DEVELOPING 
al per quarter hour. On Sunday after- FIRST PRINT DEPARTMENT 
lo noon from noon to 6 p.m. newspaper 
e- reading declines to 246,000 but tv ULTRA VIOLET AND 
lo climbs to over five times the audi- FLASH PATCH PRINTING 
ct ence level of the Sunday papers to 16MM AND 35MM 
, —- RELEASE PRINTING 
Mr. Treyz said the Chicago story is 

8: repeated across the country in markets KODACHROME PRINTING 
ne both big and small. 63 EDITING ROOMS 
id On a national level TvB finds that SPECIAL TV SERVICES 
at sponsored network programs account 
en for slightly less than half the viewing. For Color it’s 
lo The other 50.5 per cent of tv viewing 
vd is essentially station originated. A | 
in parallel is the division of total tv ad- | 
he vertising expenditures, including talent, 

for the year 1955. In 1955 according 
wad to the research department of McCann- M OVI F LAB F | IM LAB Ks RATO RI ES | N C 
ch Erickson, national and local advertisers ’ 7 
on invested a total of $1,008 million, of | 619 West 54th Street, New York 19, N. Y. JUdson 6-0360 
he (Continued on page 72) | 
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Newsfront (Cont'd from page 71) 


which $520 million, or slightly more 
than half, is network. Local is $220 
million and national spot, $268 million. 

“In other words,” Mr. Treyz con- 
tinued, “almost half of tv’s advertising 
appropriations, local plus national 
spot, can be classified as station tele- 
vision.” 

The TvB session was presided over 
by W. D. (Dub) Rogers, KpuB-tTv Lub- 
bock, chairman of the TvB board. Talks 
were made by TvB vice president Nor- 
man E. Cash and retail sales director 


Howard Abrahms. 


RADIO PIONEERS. The fifteenth 
annual dinner meeting of the Radio 
Pioneers Club heard Dr. Lee De Forest, 
who received the Radio Pioneers spe- 
cial citation for his invention of the 
audion tube 50 years ago. Others hon- 
ored were Freeman Gosden and Charles 
Correll, creators of the CBS Amos ’n’ 
Andy series; Judith C. Waller, public 
affairs representative for NBC, for her 
“great gifts to radio and tv;” Edward 
J. Nalley, a former president of RCA. 
given a posthumous Hall of Fame 
award as a true “pioneer who served 
for almost 75 years in the communica- 
tions industry.” 





Tv Sells Bosco 


Success in selling Bosco (choc- 
olate flavored milk fortifier) in 
the Tennessee and Kentucky mar- 
ket with television announce- 
ments on WLAC-TV Nashville, 
has won the enthusiastic endorse- 
ment of James W. Dickens, vice 
president of Franklin M. Vess 
Co., distributor for the product 
in the area. 

“Within thirty days after our 
spot schedule started on Cartoon 
Carnival and Little Rascals our 
key accounts were ordering more 
for a thirty-day period than we 
sold them the entire year of 
1955,” Mr. Dickens said. “Our 
largest account has purchased 
more Bosco in January and the 
first half of February than we 
sold the entire middle Tennessee 
market last year.” 
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LATION: 
This area contains OVER 
HALF the population of 
Washington State and it ac- 
counts for OVER HALF the 
income of the state. 


CBS Television for Seattle, 


Tacoma, and the Puget Sound Area 


316,000 WATTS 


Antenna height, 1000 ft. above sea level 


SWIM SUIT BY JANTZEN 





More than 2 million people 
live in the ENTIRE area covered 
by KTNT-TV 


... and get this — 


Only KTNT-TV has all five 


Of all the television stations in the rich 
Puget ONLY KTNT-TV 
covers all five of the following major 


Sound area, 


cities in its “A” contour: 
@ Seattle @ Tacoma @ Everett 
@ Bremerton @ Olympia 





CHANNEL ELEVEN BASIC 


Represented nationally by 


WEED TELEVISION 
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...when you buy WTCN-TV! 


The saying goes ““You’re known by the company you keep”. Well, you'll 
be in good company on WTCN-TV! 

More and more top advertisers are finding that WTCN-TV is their 
best buy in the important Twin City television market! They’ve found that 
to sell people . . . you have to reach people! And . . . WIT'CN-T'V reaches 
LOTS of people every day! Check Pulse and ARB! You’ll see that WT'CN-TV 
is a powerful selling factor in the Minneapolis-St. Paul market! You’ll be 
amazed, too, at the LOW cost-per-thousand! Like the other top advertisers 
on WTCN-TYV, you'll find that . . 


You can’t afford to overlook 


WTCN =T VV Cham211 


Silat “The Station of the Stars” 
wooo au owt” cont MINNEAPOLIS * ST. PAUL ABC Network 


Indianapolis. 
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Wwow!! HOW WE'VE GROWN! 


























WTVN TV % of di December 1953 
sign on-noon 13.9 
noon-6 p.m. 23.2 
6 p.m.-midnight 16.4 
* 





WTVN TV % of audience December 1955 


sign on-noon 33.5 
noon-6 P.M. 34.8 
6 P.M.-midnight 24.5 
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WTVN TV HAS INCREASED 
ITS AUDIENCE IN TWO YEARS 





sign on-noon 141.0% 
50.0% 


49.4% 













noon- 6 p.m. 







6 p.m.-midnight 











*ARB 


See your Katz-man for top availabilities 


CHANNEL “SIX 
T " hy -| V COLUMBUS OHIO 
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Pillsbury (Continued jrom page 47) 


threatening not only the Pillsbury busi- 
ness, but the economy of the whole 
state along with it. Then came a blis- 
tering heat wave. Governor Pillsbury, 
up for reelection, called for a day of 
prayer to end the onslaught. Here are 
Pillsbury’s own words for what came 
next: 


“And the very next night it turned 
cold, and froze every grasshopper in 
the state stiff; froze them right up, 
Sir! Well, Sir, that was twenty years 
ago, and grasshoppers don’t appear to 
have been bothering us very much 
since.” 


Reelected, Gov. Pillsbury went out 
fact finding again to see just how badly 
off the farmers were. He skipped his 
inaugural address to travel incognito 
through 32 counties, getting a first- 
hand look at the misery, the crop dev- 
astation, the cold and the hunger. He 
went back to the capitol, told the legis- 
lature and got quick relief in the form 
of wagonloads of food and clothing. 


Charles A. Pillsbury’s younger 





brother, Fred, came into the business 
shortly thereafter and did some more 
profitable fact-finding. The bran that 
was left after the flour had been milled 
was dumped into the Mississippi River 
in those days. As the mills grew, dis- 
posal of the bran became a problem. 
But thrifty Fred also suspected it was 
wasteful. He bought 15 scrub cows 
and began feeding them the stuff. When 
they grew and fattened beautifully, he 
sent sample cuts of bran-fed beef 
around to the right people. Soon a 
brand new industry — commercial ani- 
mal feed — was growing alongside the 
flour mills. 


Built Largest Mill 


Ten years after they started the busi- 
ness, those early Pillsburys built what 
was then the largest and most modern 
flour mill in the world, the famed 
Pillsbury A Mill, at a cost of $.5 mil- 
lion. It was one of the first electrically 
lighted industrial plants in the world. 

Even the present-day chairman of 
the board, Philip W. Pillsbury, 53, a 
grandson of co-founder Charles, be- 
comes moved when he talks about the 





TV im Fresno -the big. 


A mill, still in use: “Gray today, out- 
moded, buttressed and curiously ca- 
thedral-like, there is some strange 
lived-in quality there—a reminder, 
perhaps, that pioneering is a state of 
mind, and not only of adventure but 
of the permanent, the provident, as 
well.” 


The board chairman joined the com- 
pany in 1924 after a Yale education, - 
rising through the general sales depart- 
ment to become Chicago and Kansas 
City sales manager in 1934. He was 
elected treasurer early in 1950 and, 
before the year was out, president. 
He became board chairman in 1952, 
but still remains highly active in daily 
operations. 


Two others with the Pillsbury name 
are also associated with the company. 
John S. Pillsbury, 77, nephew of the 
founder-governor, is honorary chair- 
man of the board. And his son, George 
S. Pillsbury, heads the bakery flour 
division as a vice president. 

President of the company is Paul S. 
Gerot (see cover). He joined Pillsbury 


(Continued on page 79) 





Y Best Local prognoms 
Y Basic NBC-TV oppiliote 


Paul H. Raymer Co., National Representative 
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A change is being made in WXEL, Channel 8 in Cleveland. 
A change in name that has a logical association, that makes for easier identity. Sharing the 
Storer Broadcasting Company banner with veteran radio station WJ W, Cleveland’s WXEL 
becomes WJ W-TV. And along with the change in call letters comes a change in the 
home of these two sister stations. In the heart of downtown Cleveland is a handsome new 
Williamsburg colonial structure — better-than-ever able to serve its clients and the public. 
Come visit us soon—there’s a hospitable welcome awaiting you! 


‘| A NEW NAME...AND A NEW HOME 
| 


in Cleveland, keep your eye on channel 8 


WIW-TV...cievetand’s Basic CBS Television Outlet 
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P u lse (Continued from page 45) 


ent owners would like to have more 
than one receiver. Of those who plan 
to buy another set, 46.9 per cent in- 
tend to keep their present one, too. 
Some 32 per cent will avail themselves 
of trade-in arrangements; 11.4 per 
cent are “uncertain”; 6.2 per cent will 
give their old set away, and 3.4 per 
cent will try to sell their current models 
(see question 6). 


The special TV AGE questions were 
asked of 1,000 set owners in the Met- 
ropolitan New York market. Conducted 
by The Pulse, Inc., as noted, the study 
was held during the first week of 
March. 





Pillsbury (Coned jrom page 7) 


as a salesman in St. Louis 30 years 
ago, rose through sales to become a 
division manager, ultimately was called 
to Minneapolis headquarters to work 
in the sales and advertising depart- 
ment. He was elected a corporate vice 
president and director in 1950, execu- 
tive vice president in 195] and presi- 
dent four years ago. 


While not related to the Pillsburys, 
who today are minority stockholders of 
Pillsbury Mills, Inc., Mr. Gerot shares 
their penchant for getting out of the 
office to see how things are. When he 
thinks he’s getting a bit stale at the 
business of running things on a high 
corporate level, he refreshes himself by 
going out and personally peddling a 
few sacks of flour. 


As a result, he can speak from both 
a policy and point-of-sale level when 
he remarks that “Television advertis- 
ing had produced highly satisfying 
results for Pillsbury.” 


With that kind of feeling for the 
business, it was natural that Gerot 
should okay an idea that Art Linkletter 
dreamed up a couple of summers ago. 
Linkletter decided it was time for his 
teen-age son, Jack, to get a taste of the 
television business. He proposed that 
Jack learn first things first — commer- 
cials. But even before the commer- 
cials, the parent urged his son to know 
the product and how it’s sold. As a 
result, he turned young Jack Linkletter 
into a flour salesman. 





Chart (Continued trom page 74) 


— Kellogg; 11:15-30: Mon.-Thu. — 


Pillsbury 

“Valiant Lady” wt - 12:15 p.m.); 
Mon.—Scott “Wesson Co. ; & F.—General 

Mills; Tue.—' but ‘te tonl, 
ey EE (2:30-3 

—*¢ | 2:30-45—M 

bunk = ° Th., "Kellogg, 2:45-3—M. - 

lisbury ; Fri., Dole . 
Show” (M.-F., 3:30-4 
D.m.);  3:30-45—Mon., Scott Paper; 


Tues., alt. wks., Carnation; Wed., Gerber 
Prod. ; Thu., Toni; Fri., 8. 0. 8., alt. 
wks., Hazel Bishop. 3:45-4—Mon.—Proc- 
ter & Gamble—W. & Fr.—General Mills; 


Th., Scott Paper Co. ; Tue., Alka-Seltzer. 

“Person To Person” (Fri., 10:30-i1 
p.m.); American Oil (East Coast); 
Hamm's Brewing (Midwest); alt. wks.— 
Elgin Nat'l Watch. 

NBC— 

“Howdy Doody”’ Gt. -F.. 5:30-6 p.m.): 
M., 5:30-6—Standard B: Tu. 230 


45—Kellogg; Int'l a Tu., 45-8 
Colgate-Pa ve. Wed., 5:30-6 — Conti- 
nental Baking. Th., 3930-45 Kelioge. Th., 
5:45-6—C: Soup. Fri., 5:30-45— 
sustaining. Alt. Fr., 5:45-6—Luden’s & 

Welch Grape Juice Co. 

Schedule of “‘Spectaculars”: Sat., May 
12, 9-10: 30 p.m.—*“Music a Gershwin.” 
Sun., May 20, 7:30-9 -m.—**Maurice 
Chevalier.” " Mon., May 28° 8-9:30 p.m.— 
TBA. 











And, with full approval from the 
Pillsbury home office, Linkletter had 
Jack appearing on the program with 
new reports each day — how he had 
fared door-to-door, what the house- 
wives had to say about Pillsbury, what 
he found out from supermarket sales 
and the like. 

Thanks to television, 


Godfrey and 


Linkletter have, themselves, just about 


become Pillsbury trademarks. Market- 
ing director Clasen says the company 
is constantly shopping for other tv per- 
sonalities to take a place beside them, 
not because of any dissatisfaction with 
those two, but because the sponsor is 
always willing to expand. Others — 
notably Kay Kyser and Mickey Rooney 
—have been tried and dropped be- 
cause, whatever their other talents, they 
weren't flour salesmen. 


“Our principal shows have been on 
CBS-TV so far because we’ve been able 
to make good time buys by staying 
with one network,” Clasen says. “But 

, : 
we aren’t married to any one network. 
And we aren’t particularly devoted to 
though that’s 


live commercials, even 


mostly what we’re using now. 


“We recently started using Grand 
Ole Opry on film, mostly for our Bal- 
lard Obelisk flour in the south, and the 
filmed commercials with that are quite 
successful. We’re using Minnie Pearl 
on a number of those. We'd like to 
find another country or western per- 
sonality who is also a salesman that 


we could use nationally. There is one, 


(Continued on page 82) 






























AMERICA’S BIGGEST 


DRIVE-IN-THEATER 














More than 9,000,000 money-spending vacationers are enroute to Michigan for an 
average vacation of 12.3 days, during which the average party of 3 persons will 
spend $286.00. 89.8% of these pleasure-seekers are coming by car, and more than 
half of them will spend their vacation in the area of Michigan served by WWTV! 


Small wonder that this primary CBS affiliate, with the tallest tower in Michigan, is 
dubbed “America’s biggest drive-in theater!” Mighty good spot to sell popcorn —or 
anvthing else that appeals to money-spending Americans with time on their hands! 


CBS-ABC 
Channel 13 


SPARTON BROADCASTING CO., Cadillac, Mich. 


Nat'l Reps. 
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KRON-TV’S NEW MERCHANDISING PLAN 


FOR DAYTIME ADVERTISERS (before 7:30 P.M.) 
featuring “IN-STORE SPECTACULARS” * 


COLORFUL... ANIMATED 
SALES-PRODUCING 
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Sana Pranctseo 


AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 


*Colorful, animated figures 
that move back and forth on 
wires elevated above all other 
merchandise in the store. 





Call the “Colonels” of Peters, Griffin, 

Woodward, Inc. or Norman Louvau at . 
> KRON-TV for complete details of this __ 
exclusive.new merchandising plan. 
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Washington Memo 


CROSSING CHANNELS. To put it 
mildly, the television allocation situa- 
tion is now more confused, if that is 
possible, than ever. For some months, 
as reported here, there was a clinging 
hope, reinforced by some confidence, 
that the problem would be solved by 
getting additional vhf space from the 
military services. Many observers were 
skeptical of this information, having 
had the impression for some time that 
the prospects were dim. But when such 
authoritative sources as members of 
the FCC said there was a good pos- 
sibility the necessary channels would 
be forthcoming, other opinions became 
subordinate. 

This difference, gap or dichotomy — 
call it what you will—- may serve to 
emphasize the utter confusion which 
surrounds the allocation dilemma. This 
would not be so serious if it did not 
involve the future of the most dynamic 
development in the history of America. 
It would not make so much difference 
if it affected the availability of facili- 
ties for radio broadcasting (which does 
not have the distance limitations of 
tv) or even of newspapers (which have 
been diminishing in number, at least, 
through merger). 

But television is different. Its tre- 





mendous impact is by now well known. 
Its capacity for contributing to the 
social, cultural, economic and political 
advancement of the nation is virtually 


boundless. 


THE PENALTY. What happens if the 
allocation problem is not solved? The 
answer, as reported here (TV AGE, 
March, 1956), is “a gradual diminu- 
tion of uhf stations, partially offset by 
additional v’s.” That would mean that 
competition among television stations 
would be limited to about 50 markets. 
It would also mean that in many of 
the first hundred markets there would 
be only two stations. It would mean 
that the possibilities of a fourth net- 
work would be practically nil and that 
the ability of three others to survive 
and prosper would be severely handi- 
capped. 

But more important, it would mean 
that the choice of programs to the 
viewer would be limited. And, as 
Richard Moore of kttv Los Angeles 
indicated in his provocative testimony 
before the Senate Interstate Commerce 
Committee, the value of audience rat- 
ings would have little relationship to 
the merits of the program. 

A chain reaction, already beginning, 


would follow. Markets for programs 
of independent producers would be 
limited to the networks which would 
in turn be limited in their capacity to 
purchase. The independent station 
would disappear, except in the handful 
of cities which have four or more vhf 
assignments, and these could hardly 
justify the existence of independent 
producers. 


NOISY HALLS. The result would 
be fewer stations, fewer program 
sources, less—instead of more—com- 
petition. What a cry that would raise 


in the halls of Congress! 


The com- 
mittee investigations which would re- 
sult would make the current inquiries 
seem, in comparison, like baby talk. 
As noted herein the possibility that 
additional v’s would not be forthcom- 
ing, the dynamic force of the medium 
won't let that happen. What then can 
the FCC do? First, whether it likes 
the idea or not, it can still deintermix 
channels to provide for either all-uhf 
or all-vhf stations in most of the first 
100 markets. Unfortunately, that’s not 
so easy to do now as it was a year ago. 
Since it turned down the proposals for 
selective deintermixture (for what now 
seems a gamble that it would get more 
vhf space) and went ahead with vhf 
authorizations in uhf cities, there is 
not much left to deintermix. Unless 
the Commission moves quickly, the 
first vhf stations will be on the air in 
a number of markets in which deinter- 
mixture was proposed. Naturally, after 
all they’ve gone through to get their 
permits, theyll fight any show-cause 


orders to force them to shift to uhf. 


COURTING THE COURTS. 
Paradoxically, the Commission may 
get help in this endeavor from the 
U. S. Court of Appeals where it fought 
efforts of the u’s to stay the vhf 
authorizations. Although the Court 
refused to stay the authorizations, it 
granted en banc arguments last month 
on the merits, and its decision should 
come soon. It if decides (which it 
probably won't) that the FCC had no 
right to grant the v’s before disposing 
of the allocation proceedings, the v's 
will be prevented from getting into 
operation. Of course, they would 
doubtless go to the Supreme Court, 
but that tribunal might not grant 


(Continued on page 89) 
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Pillsbury (Cont'd from page 79) 


Tennessee Ernie, but he’s all sold out.” 

Noting that Pillsbury’s only night- 
time tv exposure is Arthur Godfrey and 
his Friends, Clasen explains, “We feel 
that nighttime tv is still too big a 
gamble for us— unless it’s a very 
special kind of show. When you get 
into nighttime, you never know whether 
1,000 viewers are going to cost $1 or 
$20.” 

The company has charted its sea- 
sonal slumps in viewership for a num- 
ber of years and now, anticipating 
thin periods, bolsters them with print 
media. “Whenever we make a change 
in our tv campaign, we're never in a 
hurry about buying something new. 
We don’t have a certain amount of 
money that we have to spend for tele- 
vision. If there’s nothing available for 
tv that suits us, we spend the money 
for print until we do find something.” 

The cozy, in-the-family feeling for 
products encouraged by Godfrey and 
Linkletter is given a shot in the arm 
once a year by the giant among recipe- 





Western New 
York’s Favorite 


Twosome 


ACT Ce 


BUFFALO 





Nat. Reps. 


PETERS, GRIFFIN, WOODWARD, INC. 


82 May 1956, Television Age 


swapping sessions, the Pillsbury grand 
national recipe and baking contest, 
more popularly known as The Bake-Off. 

The Bake-Off is a year-round stint 
that reaches its climax early each 
December when 100 electric ranges 
are installed in the Waldorf-Astoria’s 
Grand Ballroom and 100 selected con- 
testants — mostly housewives, plus a 
sprinkling of men and children — are 
hauled to New York to bake their best. 


Any recipe that calls for at least a 
half cup of flour among its ingredients 
is eligible. And by offering a $25,000 
top prize, Pillsbury hoped to lure a 
lot of secret old family recipes into the 
open —and ultimately into Pillsbury 
flour bags. 

But the contest has become so well- 
thought-of an event, since the first was 
held in 1948, that Pillsbury people 
stand a little in awe of their own pro- 
motion. Women like Eleanor Roose- 
velt, Helen Hayes and the Duchess of 
Windsor have appeared at The Bake-Off 
luncheons without pay. The contest 
gets wide coverage as a news event. 
The logical thing to do with the prize- 
winning recipes is to put them into 
flour packages and require housewives 
to buy the product to get the recipe. 
But the Pillsbury people don’t. The 
company figures the winning recipes 
are sort of in the public domain, and 
copies are sent to anybody who asks 
for them, as soon as the contest is over. 


Television Has Part 


Television, too, is in on The Bake- 
Off. Sometimes there are remote pick- 
ups from the ballroom while the bak- 
ing is going on, as part of a Godfrey 
show. And the award luncheon is the 
subject of a special program every 
year, with Linkletter as emcee while 
Godfrey helps with the awards. One 
of the networks is after Pillsbury to 
use the next Bake-Off as the basis of 
a full 90-minute spectacular. They 
rather like the idea. 

Pillsbury has still another device for 
keeping up the flow of new and in- 
triguing recipes — a Paris office, opened 
in 1953. The assignment of this office, 
known as the European recipe service, 
is to scout outstanding old-world flour 
recipes from all countries, then adapt 
them to American standards of meas- 
urement and to ingredients easy to pro- 
cure at home. 


The Pillsburys have looked to Europe 
before for help with strictly American 
problems. When they first went into 
the milling business in Minnesota, the 
only wheat available was hard spring 
wheat. It was difficult to mill in the 
grindstones of the day and, even worse, 
came out discolored. As a result, Min- 
nesota flours sold for lower prices than 
those made from soft winter wheat. 

The family was convinced, however, 
that hard wheat was capable of pro- 
ducing a much better flour than the 
soft wheat, if handled properly. So 
Charles A. Pillsbury went to Europe 
looking for improvements in the mill- 
He came back in 1878 
with an adaptation of the Hungarian 
steel roller process which ultimately 
rendered grindstones obsolete. 


ing process. 


English Merger 


And England came to Minneapolis 
in 1889 when British interests bought 
out the Pillsburys, merging the com- 
pany with another to form Pillsbury- 
Washburn Flour Mills Co., Ltd. Both 
John and Charles Pillsbury were re- 
tained as directors, and Charles con- 
tinued as managing director of the new 
company. 

When American promoters tried to 
form a milling monopoly in 1898, the 
Pillsburys fought them. While the Gov- 
ernor held the financial fort at home, 
he sent his son, Alfred F., racing to 
London to get the support of British 
stockholders. Alfred got there just 
ahead of the agents of the incipient 
milling trust and won the Britishers’ 
endorsement. Thanks to these efforts, 
the monopoly-attempt collapsed. 


But Pillsbury-Washburn, even with 
its wider backing, went into receiver- 
ship a decade later in 1907. It was 
reorganized in 1909 and again in 1923, 
this time passing back into American 
control, with second generation Pills- 
burys prominent among the backers. 


Still another aspect of the business 
goes back to Europe — the trademark. 
The round, “Pillsbury’s Best XXXX” 
slogan and sign dates from 1872 when 
it was designed for barrel heads. But 
the origin of the “XXXX” goes back 
even farther, to the middle ages: Flour 
to be used in communion bread, tradi- 
tionally the best flour from the mill, 
was marked by medieval millers with 
crosses. 








Pillsbury takes its “Pillsbury’s Best” 
label seriously. It was withheld, for 
instance, from the grayish flour pro- 
duced under Federal regulations after 
the second world war. Although the 
same barrel-head style of trademark 
was used, it nevertheless read, “Pills- 
bury’s Emergency Flour.” 

The milling business has undergone 
a revolution since the second world 
war. Per-capita consumption of flour 
has been pulled down sharply by diet- 
conscious Americans. The millers have 
countered by offering flour in more 
convenient, more expensive form — 
prepared baking mixes of all kinds. 
Now, as just about every housewife 
knows, they’ve added prepared frost- 
ings to top the baked goods. 

Whereas in standard flour milling 
the giant General Mills is definitely 
no. 1 and Pillsbury, no. 2, the rivalry 
in cake mixes is acute. Pillsbury is at 
times the leader, and then its Minne- 
apolis neighbor nudges into the top 
spot. The competition is so fierce, in 
fact, that the two frequently change 
positions from month to month. 

One reason, of course, is that both 
developed cake mixes at about the 
same time, and they’ve both helped 
construct the current enormous volume 
package by package. When the race 
started in 1948, for example, American 
housewives used about 120 million 
packaged mixes a year; this year, the 
volume is up to about 540 million — 
and still growing. And both rivals, of 
course, have boosted sales generously 
with widespread promotion on tv. 

Thanks largely to the development 
of mixes — and the use of television — 
Pillsbury’s sales and earnings have 
more than doubled in the 10 years since 
the war. The last annual report listed 
net sales of more than $341 million 
with a net profit, after taxes, of $5.2 
million. As Pillsbury president Gerot, 
noting American prosperity and _ its 
promise of continuing for another 
decade, has said, “We are on a good 
ship at a good time.” 
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On May 1, KARD-TV telecasts its first network program bringing NBC to thousands in 
viewing area for the first time. 


KARD-TV is Wichita’s maximum power station, and the only station in Kansas equipped 
for both network and film color. No other station in its area has a tower higher than 
KARD, and Channel 3 is the only station in Wichita in the preferred low end of the 
VHF Band, assuring no reception problems. Get the facts today from: 


EDWARD PETRY, INC. 
Your COLOR Station for the center of’ the nation 


William J. Moyer, General Manager p Bic Channel 
Don Sbarra, Sales Director 
KARD-TV 


WICHITA ° KANSAS 
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Soft Drinks (Continued from 49) 


now using one or more of these new 
size bottles. 

Introduction of the new bottles be- 
gan more than a year ago with D’Arcy, 
the company agency at that time, 
furnishing material for spot television 
campaigns. Since McCann - Erickson 
has taken over the Coca-Cola national 
account the same plan has been fol- 
lowed. 

The new bottle campaigns in a mar- 
ket usually grow in size, since introduc- 
tion of one new bottle size invariably 
leads to a second as soon as distribu- 
tion and sales on the first get under- 
way. 

Success of the new bottles has sur- 
prised even Coca-Cola officials. Patrick 
L. O'Malley, vice president and general 
sales manager of Coca-Cola Bottling 
Co. of Chicago, says that overall sales 
of the new big containers in that mar- 
ket have “far exceeded expectations” 
and adds that in that city alone more 
than 30 permanent new Coke routes 








don’t tell a soul, but — 
theres a teriffic 
tv buy in West Texas 







It’s the 
KDUB-TV—KPAR-TV 
“Treasure Island” 
combination — 
over 180,000 sets! 
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have been created by the surge in 
sales. 

During the third quarter of 1955 
Coca-Cola was on 113 television sta- 
tions with spot announcements and 
during the last quarter was on 127 
stations. The Television Bureau of 
Advertising estimates total expendi- 
tures for spot television in the final 
quarter amount to $853,300. If this 
is a fair index of one-fourth of the 
company’s tv spending for the year, 
the spot total would then amount to 
over $3.3 million. Under co-op agree- 
ments some of this comes from dis- 
tributors, but the bulk is from the 
parent company. 

Nationally, Coca-Cola has used net- 
work television with considerable 
success. On NBC-TV Coke Time with 
Eddie Fisher (7:30-8 p.m., Wed. and 
Fri.) continues to attract a large 
audience. Last year the NBC show 
was estimated by Publisher’s Informa- 
tion Bureau to have cost $2.7 million. 
It appears on more than 100 stations. 


Buys Mickey Mouse 


The company buys two segments of 
the Mickey Mouse Club on ABC-TV, 
Monday 5-5:15 p.m. and 5:30-5:45 
pm. Check by PIB for October, 
November and December 1955 showed 
cost of this show at around $100,000 
a month, or $301,272 for the three 
months. The Coke segments are on 
between 85 and 90 stations. 

In New York City alone the Coca- 
Cola franchise holder uses about one- 
third of a $1.5-million budget on 
television. On wrca-Tv he has a sched- 
ule of 19 10-second spots a week. The 
company also has schedules on WABC- 
TV, WABD, WATV, WCBS-TV, WOR-TV and 
WPIX. 

“Our tv budget will be larger this 
year than previously,” says Jess Lide, 
account executive for Coke at the 
Marschalk and Pratt Division of Mc- 
which handles the 


Manhattan account. 


Cann-Erickson, 


Typical of regional spending by 
Coca-Cola was the $3,000 they used 
on wow-Ttv Omaha in introducing a 
The money bought 
a run-of-schedule package of 30 10- 


12-ounce bottle. 


second spots a week for two months 
and spots on the station’s Kitchen 
Show. The Omaha distributor is one 
of the leading bottlers of the drink in 
the nation when figured on a percent- 


age of population basis. 

In Parkersburg, W. Va., the Coca- 
Cola Bottling Co. used full minute 
participations on wTaP Parkersburg 
with desirable results. 

The Rockford (Ill.) Coca-Cola Bot- 
tling Co. was so pleased with its 
advertising on WREX-TV Rockford that 
the manager, George C. Nelson, wrote 
to the station congratulating execu- 
tives on the “fine part” they were 
playing. 


Syndicated Film 


Regional and local bottlers have had 
considerable success with syndicated 
film on tv. MCA-TV’s Adventures of 
Kit Carson is in 53 markets for Coca- 
Cola bottlers. Their Dr. 
Secret Journal is being sponsored on 
WEAU-TV Eau Claire, Wis., by the Coca- 
Cola dealer and on WTOK-TV Meridian, 
Miss., by the Pepsi-Cola distributor. 
Soldiers of Fortune, another MCA-TV 
syndication, is being sponsored every 
week by 7-Up in 53 markets, plus an- 
other 60 on an alternate week spon- 
sorship. 


Hudson’s 


Coca-Cola bottlers are among the 
sponsors of the Interstate Television 
Corporation Little Rascals package. 

NBC Television Films’ Badge 714 B 
and 714 C have been sold to several 
bottlers. Cott Beverages sponsors the 
C package on WNHC-TV New Haven. 

CBS-TV Film Sales, Screen Gems, 
Ziv, Official and Walter 


Productions are only a few of the 


Schwimmer 


syndicators with local bottlers among 
their accounts on each of their syn- 
dicated packages. 

Pepsi-Cola, runner-up to Coca-Cola 
both in volume of sales and in adver- 
tising budget, spent an estimated $1.8 
million in spot tv last year and another 
half million on network for a total of 
$2.3 million. Total advertising budget 
has been reported as $13 million. 

This year the budget may be even 
larger although at present the company 
has no network commitments. 

In the third quarter of 1955 Pepsi- 
Cola was on 56 stations with announce- 
ments and participations in both day 
and night time. In the last quarter the 
number of stations had increased to 
66. TvB estimates the total expendi- 
ture for spot that quarter was $427,985. 

Pepsi-Cola bottlers are particularly 
alert for special events which tie in 
with their product. As an example the 








Reading, Pa., Bottling Co., which 
covers Schuylkill, Lebanon and Berks 
counties, bought coverage of the 
Women’s Eastern Open Golf Tourna- 
ment at Reading’s Berkshire Country 
Club on wHuM-Tv Reading and was 
pleased with its success. The station 
carried telecasts for 144 hours daily 
on five days, starting June 2. The pro- 
gram was retelecast by WARM-TV 
Scranton. 

The Pepsi-Cola bottler at Omaha 
participates in the one-hour Teens 
Show on wow-tv Omaha each Satur- 
day afternoon and feels that it has 
been a successful sales promotion. In 
Montgomery, Ala., the Pepsi bottler 
buys participations on news programs 
on WSFA-TV Montgomery. 

Nehi bottlers have used spot tele- 
vision in a number of markets. During 
the third quarter of 1955 they were on 
105 stations with their various prod- 
ucts, including Royal Crown Cola, 
Par-T-Pak beverages and Nehi. 

In the last quarter of the year they 
were on 48 stations. Their total spent 
in spot for that period was estimated 
by TvB at $73,800. 


Heavy Spot Planned 


The company plans a heavy spot 
campaign this year with around 120 
markets feeling its impact. Already, 
announcements and participations are 
on the air in more than 40 markets. 
Genevieve Schubert is the timebuyer 
for the account. The agency is Comp- 
ton Advertising, New York. 

The Nehi-Royal Crown distributors 
in the Parkersburg, W. Va., area buy 
half of the sponsorships of the wTapP 
Parkersburg Bandstand, a high school 
dance party on Saturday afternoons. 
Management reports very good results 
from the show. 

Seven-Up has been a heavy tv user, 
currently committed to participations 
on NBC-TV’s Tonight (11:30-1 a.m.) 
and Today (7 to 9 a.m.). The biggest 
investment, however, is in spot, with 
the MCA-TV syndicated Soldiers of 
Fortune mentioned above. Plans are 
to increase placement of this syndi- 
cated show to 140 or 150 markets by 
summer. J. Walter Thompson Co., 
Chicago, handles the account. 

During the third quarter the bottlers 
were on 92 stations with Soldiers of 
Fortune and by the final quarter were 


on 103 stations. TvB estimates the 


total spent for spot during the final 
quarter was $399,650. 

Typical of distributor use of tv is 
that of the Seven-Up Bottling Co. of 
Western Michigan which uses up to 
eight 10-second spot announcements a 
week on woop-Tv Grand Rapids. 

“Our sales increased at the rate of 
about 25 per cent after we started 
using television in the spring of 1955,” 
says president James Brooks. “During 
the first two months of 1956 our sales 
increase over the first two months of 
1955 will be close to 40 per cent. 





The bottling company ties its cam- 
paign in with the national advertising 
of the parent company. The 10-second 
reminders seem to be exactly what the 
local firm needs to boost its sales. 

“Our product has a somewhat sea- 
sonal nature from an advertising stand- 
point,” Mr. Brooks 


naturally we watch the calendar very 


continues, “so 


closely and increase our schedule with 
the summer months and around special 
occasions, such as Christmas holidays.” 

The 7-Up distributor also follows 


(Continued on page 88) 





Cash Registers are Singing 


in the WBRZ Area because: 


POPULATION IS UP 


EFFECTIVE BUYING INCOME IS UP 


FOOD STORE SALES ARE UP 


84% 
100% 
209% 


—Sales Management’s area growth ratings, 1945-1955 
$899,481,000.00 spendablie dollars 
from OIL, GAS, CHEMICALS 
SULPHUR, INDUSTRY, AGRICULTURE 


-—and only one TV station completely covers 
this rich heart of Louisiana 


NBC-ABC 


Represented by Hollingbery 


BATON ROUGE, 


LOUISIANA 
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You Might Swim 100 Yards in 49.2 Secs.*— 


BUT ... you NEED WKzo-TV 
THE MARCH ARB REPORT CREDITS WKZO-TV TO MAKE A SPLASH 
WITH ALL 20 OF THE “TOP 20” PROGRAMS! IN WESTERN MICHIGAN! 


AMERICAN RESEACH BUREAU 


os Frege Reg Lo WKZO-TV is the Official Basic CBS Television Outlet 


for Kalamazoo-Grand Rapids and Greater Western 

Stentor af Senter eyes Michigan. It’s Channel 3 with 100,000 watts from a 

with Higher Ratings 1000 Del brill 600 

’ tower. Delivers brilliant picture to almost . 

d h Frid WKZO-TV Station B a aad P eae 

Monday thru Friday 000 television homes in 29 Western Michigan and 

8:00 am to 6:00 pm 136 e Northern Indiana counties—one of America’s top-20 
600 pm to 1108 pm 87 13 TV markets! 


poop Ang = ged 72 32 New ARB figures (left) show that WKZO-TV is the 


BIG favorite—morning, afternoon and night, not only 



































NOTE: Survey based on sampling in the following propor- : : ” 
tions—Grand Rapids (44.8%), Kalamazoo (19.8%), Battle in Kalamazoo and Grand Rapids, but also in Battle 


Creek (18.3%), Muskegon-Muskegon Heights (17.1%). Creek and Muskegon, as well ! 


wenn 100,000 WATTS e CHANNELS e 1000 TOWER 


She Fetver. lati ' 
She Fe yer Hations f 
WKZO-TV — GRAND RAPIDS-KALAMAZOO »! 
WKZO RADIO — KALAMAZOO-BATTLE CREEK = \ 
WJEF RADIO — GRAND RAPIDS se 
)WJEF-FM — GRAND RAPIDS-KALAMAZOO oh 
KOLN-TV — LINCOLN, NEBRASKA Y 
Associated with S 


WMBD RADIO — PEORIA, ILLINOIS Kalamazoo-Grand Rapids 


and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


*Richard Cleveland set this world’s record at Columbus, Ohio, in February, 1952. 
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Wall Street Report 


Sleepy Street. Wall Street was 


caught napping last month. At least 


it was asleep as far as one tv stock 
issue was concerned—Ampex Corpora- 
tion’s. 

It was the announcement by this 
west coast company that it had per- 
fected the use of magnetic tape record- 
ings in black and white for television 
use that touched off the excitement. 
Ampex is a pioneer of radio sound 
tape recordings and was known to be 
working on the same process for tv, 
although no one —at least few Wall 
Street ears — had heard the company 
had progressed so far in perfecting its 
system. Moreover, there are at least 
other 
known — at work in the same area, 
but even they had no inkling of the 


four companies — two better 


Ampex success. 

CBS Television will start using the 
Ampex video tape for rebroadcasting 
of network monochrome programs in 
September or October. CBS has placed 
orders for three recorder-reproducers 
The use of 
tape, eliminating film or the kinescope 


costing $75,000 apiece. 


process, should mean a better quality 
of reproduction, the elimination of 
processing and ability to replay a pro- 
gram immediately. Of course, tape may 
also be erased and re-used, although 
this is a feature that will probably 
have limited use since there will be a 
need most 


desire and to preserve 


broadcasts. In rehearsals, use of 
erasure may be proved more economic, 
however. 

RCA Version. It will be recalled 
that over a year ago RCA demon- 
strated a color tv tape system. How- 
RCA engineers 


that the system was in its early de- 


ever, acknowledged 
velopmental stages and still had quite 
a period of growth ahead. In contrast 
to Ampex tape, which can record a 
full hour’s program on a 14-inch reel 
of tape two inches wide at a speed of 
15 inches per second, RCA’s color 
system runs at a speed of 20 feet per 
second and uses tape one-half inch 
wide. 

Since the Ampex development holds 
great promise not only to television 


but eventually to the film industry, 
business, government and _ research 
work generally, the potential market is 
fabulous, which explains why the an- 
nouncement sent the Ampex stock sky- 
rocketing. In the past twelve months 
the stock has been selling for about 
Earlier this year it 
But after 
the announcement the stock soared to 


$14 per share. 
climbed to $17 per share. 


$34.50 per share and promised to 
climb still higher. 

Ampex Corp. was incorporated in 
California in 1946. Its business was 
the production of magnetic recording 


The first 


produced audible sounds on a thin 


equipment. recorders re- 
plastic tape with a coating of magnetic 
material. As the use of magnetic re- 
cording expanded in the radio indus- 
try there also arose a demand for 
recorders of other sound phenomena, 
with the result that by 1950 Ampex 
began development of recorders for 
various measurements needed in scien- 
tific research. 


Many Products. The result has been 
to diversify Ampex’s volume among 
a wide variety of production fields. 
Thus, 47.5 per cent of its volume in 
1954 stemmed from so-called “instru- 
mentation,” which includes telemeter- 
ing, shock and vibration recordings, 
seismic and airborne sound devices 
and other special equipment. Tele- 
metering, a vital part of the nation’s 
guided missile program, records and 
analyzes high-flying missiles during 
their travel through the heavens. Shock 
and vibration devices help measure 
jarring of vehicles, structures and 
working machines. Seismic recordings 
help oil men in their search for geo- 
logical structures containing oil de- 
posits. Sound equipment is also helpful 
in evaluating commercial or military 
craft in flight, or sound, if coded, can 
be applied to magnetic tape and, when 
reproduced, may be used to control 
the functions of various equipment. 
Ampex makes tape recorders for use 
with machine tools and _ electronic 

computers. 
In its instrumentation division Am- 
(Continued on page 91) 
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Soft Drinks (Cont'd from page 85) 


major sporting events and purchases 
spots adjacent to baseball, football and 
basketball telecasts. Ty represents a 
major portion of the advertising 
budget, but point-of-sale material is 
also used as are other media from 
time to time. 

“So successful has this 10-second 
pnilosophy been that we definitely in- 
tend to continue reminding people, via 
woop-Tv, that ‘nothing does it like 
7-Up’ for a long time to come.” 

Dr. Pepper is another national bot- 
der which has used tv with success. 
During the third quarter of 1955 the 
company bought announcements and 
participations, both day and night, on 
43 stations and in the last quarter were 
on 37. Total spent on spot during the 
last quarter has been estimated by 
TvB as $113,620. 

Plans are being made for a big 
$2-million summer campaign with tv 
emphasis doubled by the agency, Grant 
Advertising, Chicago. Fred Norman is 
the timebuyer. 

Canada Dry has been a consistent 
user of tv spot. While decision as to 


_-WHTN-TV_ | 


CHANNEL 13 
IT’S A SELLER'S MARKET, 
but we can give you 


the BIGGEST BUY yer! 


TIME: Now, while we're still new . . 
with rates set to offer low cost per im- 
pression . ... choice availabilities are 
still open. 


PLACE: Huntington — Ashland — Charles- 
ton and Portsmouth Markets. The rich, 
prosperous, tri-state area of more than 
1,250,000 population conservatively meas- 
ured from mail responses. 


SCENE: WHTN-TV with the largest trans- 
mitting antenna in the world . . . 316,000 
watts of power for maximum. effective 
coverage . . . a built-in audience of more 
than 200,000 sets . . . popular basic ABC 
network programs, outstanding local live 
shows and top-notch films. 


ACTION: Get on our “bandwagon” and 
g-r-0-w with us! After only one month of 
maximum power, Channel 13 showed 
36.8% audience increase over the first 
audience report. 


CALL US: Huntington, West Virginia, 
JAckson 5-7661, or our representatives: 
Edward Petry & Co., Inc. 





W/Z, 

SMA 

PAI ; SN 
j 


TV’s Hew Queen 
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media is left up to division managers 
and distributors, most areas are using 
television. In the third quarter of 1955 
the company was on 31] stations while 
in the final three months they were 
still using 18 stations. Participations 
in both day and night times are used. 
Total spending for spot in the last 
quarter of 1955 was about $122,983, 
TvB reports. 

It is expected that spot spending 
will be heavier this summer. J. M. 
Mathes, New York, is the agency. 

The Charles E. Hires Co., 80-year- 
old Hires and Cliquot Club brand 
manufacturer, used television last year 
in a number of markets and is ex- 
pected to rely on it even more heavily 


in 1956. 


The plan this year is to spend its 
entire $1.25-million advertising budget 
in an appeal to young people between 
the ages of 14 and 22. Although Hires 
Root Beer was well known a genera- 
tion ago, research shows that many of 
the present young people are not 
familiar with the drink. 


Young People Key 


President Peter Hires says, “When 
we aim at the young people, we auto- 
matically reach all groups. Pre-teen- 
agers like to copy their older brothers 
and sisters and older people like to 
think of youth and their youthful 
days.” 

Hires, like Coca-Cola, is experiment- 
ing with a giant size bottle. 


During the last quarter of 1955 
Hires spent $39,220 on spot, according 
to a TvB estimate. 

Cantrell buy heavy 
schedules for their Super-Coola in the 
limited number of markets in which 
they have distribution. 


& Cochrane 


During the 
third quarter of 1955 they were on 13 
stations and the last quarter found 
them in 9 markets. During the final 
quarter estimates made by TvB are 
that they spent $240,320 on spot tv. 
Cott Beverages, on seven stations in 
the third quarter and eight in the 
fourth, spent around $26,950 on spot 
during the final three months of 1955. 
John Graf Co. spent $5,510 during the 
same period and the Grapette Co., 
$1,920. Orange Crush, on three sta- 
tions, spent $8,260 in the last quarter 
and Nesbitt Fruit Products, $3,420. 


The Squirt Co. is planning a big 
campaign with the return of warm 
weather and will include use of spots 
on NBC-TV’s Today. The program 
reaches around 90 stations. 

In Detroit the Detroit-Squirt Bot- 
tling Co. reported a startling 70-per- 
cent sales gain during the last quarter 
of 1955 in the cold weather 
period. The huge increase came after 


sales 


the company sponsored Miss Fair- 
weather, five-minute segment (11:15- 
11:20 p.m.) following the news on 
WJBK-TV twice each week. 

W. D. Jordan, Detroit-Squirt execu- 
tive, believes that television played an 
important part in the coordinated sales 
drive which made the increase possible. 


‘Praising the national advertising of 


the Squirt company, which includes 
tv, newspaper and store sampling pro- 
grams, he said Detroit increases could 
be credited in part to the parent com- 
pany’s efforts. 

Beginning July 13 the Squirt Co. 
is using a series of participations on 
the NBC-TV early morning program, 
Today. Emphasis will be on the pure 
fruit base which is the essential in- 
gredient in the soft drink. 

Arrowhead and Puritas Waters Inc., 
Los Angeles, while a bottled water 
rather than a strictly soft drink con- 
cern, has many of the problems of the 
average beverage distributor. Soon 
after introducing their product to the 
southern California market, the com- 
pany purchased a television schedule 
on KTTV Los Angeles. The only other 
advertising used was direct mail to 
super market and drug chain buyers 
and advertisements in food and drug 
chain trade publications. 
the first thirty 
according to R. S. Suttle, vice presi- 


Inside of days, 
dent and sales manager, over 50 per 
cent of the major chains in the south- 
ern California area had been sold. He 
credits these sales to the fact that they 
were sold on television “before they 
were ever called on by a salesman.” 

“Equally Mr. Suttle 
continues, is the fact that “consumer 
demand has moved the product swiftly 
from the store shelves, at twice the 


important,” 


rate we originally estimated — again, 
demand created by television.” 

“So, you can see that at this point, 
we know we have a winner—a product 


quickly accepted by both the retail 








store buyers and by the public; and 
I guess you have a winner, also — an 
advertising medium that moves mer- 
chandise.” 

The Husker Co., Omaha, Neb., has 
had considerable success using tv on 
wow-tv Omaha for its Bennetts Fix- 
A-Drink. Without the help of coopera- 
tive money from the manufacturer they 
participated in the noon children’s show 
on wow-tv, Snicker Flickers, with 
such success that all of the large chain 
stores in the area were forced to stock 
the product. Last year they continued 
the program but this time received 
cooperative support from the maker. 

Lanes Bottling Co., Sioux City, la., 
bottlers of Gold Seal Soft Drinks, 
bought two participations a week on 
KvTv Sioux City’s Kids Korner for 
thirteen weeks with amazing results. 
A contest with bicycles for the winners 
brought in a surprisingly large number 
of Gold Seal bottle caps. Since dis- 
tribution of the beverages is limited 
to only 20 per cent of the KvTV cover- 
age area Mr. Seiman, president of 
Lane’s, was amazed at the return. 


Multi Brand Bottler 


The experience of the multi-brand 
bottler in the medium-sized market is 
typified by the experience of L. Beal 
Inc., Sioux Falls, S. D. The firm dis- 
tributes Pepsi-Cola, Squirt, Goody 
Root Beer, Canada Dry and O-So Soft 
drinks. They have devoted the bulk 
of their 1956 advertising budget to 
television on KELO-TV Sioux Falls and 
KDLO-TV Florence. 

The Beal experience with television 
started in 1953 when they sponsored 
Heart of the City, the 30-minute MCA- 
TV package. Pleased with results they 
bought the CBS-TV Annie Oakley 
show in 1954. 

Starting in December 1955 they 
participated daily in the local chil- 
dren’s show, Captain 11, building their 
participations around a Ford Thunder- 
bird Jr. contest. Idea was to guess the 
number of Pepsi-Cola bottle caps used 
by the bottler during December 1955. 
First prize was the electric midget car. 
The entries, which had to be mailed 
in, totalled around 25,000. 

At present L. Beal is using the 
Captain 11 program to promote a 
“Big 12” contest with children trying 
to guess the total of all bottle caps 





Pied Piper 
The Pied Piper of the Pied- 


mont, who made his first appear- 
ance early in March, is the new 
identification of station WFMY-TV 
Greensboro, N. C. He is named 
for channel 2’s coverage area, 
the Piedmont section of North 
Carolina and Virginia. 

The elfin-like mascot comes 
straight from the verse of Robert 
Browning, equipped with magic 
pipe and flowing cape to create 





of enchantment in tv 


a world 
viewing for both young and old. 

WFMY-Tv has capitalized on 
the Pied Piper’s ability to lead 
by using him on all station ID’s, 
weather opaques and local pro- 





gram ballops. Audience interest 
is heightened still further by 
accompanying rhymed verses on 
audio. 

The trademark is 
ployed in 20-second promotion 
films. And, as a marionette, he 
appears with per- 
sonalities to promote their in- 


also em- 


“live” local 
dividual programs. He has even 
made appearances on programs 
—from the imagination-land of 
children’s shows to the bewitch- 
ing hours of late news. And, 
while the Pied Piper of the Pied- 
mont is still relatively new to 
WFMY-TV audiences, their re- 
action indicates he is already 
considered one of Greensboro’s 
favorite denizens. 








used during January, February and 
March. First prize is again a Ford 
Thunderbird Jr. which will be awarded 
shortly after the contest ends in July. 
Advertising is handled direct by Louis 
Beal, owner of L. Beal Inc., and Les 
Shrader, his associate. 


Wash. Memo (Cont'd from 81) 


review of the case. 

With or without deintermixture, the 
Commission also can reduce the mile- 
age separations between vhf stations 
on the same or adjoining channels to 
provide for vhf drop-ins. Here again 
there are problems. Notice of rule- 
making would be required, perhaps 
hearings, too, and opportunity afforded 
for objections. It would be a time- 
consuming process in a situation in 
which time is running out. 

There’s another possibility, of widely 
disputed value, which may enable in- 
dependent stations —uhf or vhf — to 
survive. That’s subscription tv. Comr. 
Robert E. Lee gave the idea a push 
recently in Look magazine, and the 
Senate Interstate Commerce Commit- 
tee is exploring the proposal in greater 
detail. 
that pay-tv can rescue independent sta- 


But even if it can be shown 


tions, there’s a question as to the 
legality of licensing the service for a 
special class of stations. Besides, there’s 
the time element. 


Allocations Still a Problem 


Commission Chairman George C. 
McConnaughey offered little hope for 
solving the allocation problem in his 
speech at the NARTB convention in 
Chicago. His suggestion of a “crash 
to determine the 


research” program 


. 


uhf potential and provide “a sound 
technical basis for making a long-term 
decision on the merits of uhf” wasn’t 
greeted with much enthusiasm by ultra 
high broadcasters fighting desperately 
to avoid collapse. Considering the de- 
velopments which have taken place in 
uhf transmission and reception since 
the first 
operation little more than three years 


commercial station started 
ago, the suggestion was, to say the 
least, surprising. 

The allocation dilemma points up a 
situation within the FCC which merits 
serious thought by all segments of the 
television industry. This has to do with 
the appointment and tenure of com- 
missioners. It may be a coincidence 
that the allocation problem is largely 
in the hands of a new group of commis- 
sioners. Four of the present seven 
members were appointed since 1953 
and had no previous experience with 
television regulation. It is interesting 
(Continued on page 90) 
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looking for a big, rich market? 
Annual retail sales in Flint 


and the Saginaw Valley top 
ONE BILLION DOLLARS! 











MICHIGAN'S 2nd RICHEST MARKET! 


overa 
‘ The stars shine on WNEM-TV. 
billion Smart advertisers know the po- 
dollar ¥ : tential of Michigan's second rich- 
market \ est market . . . and the influence 
' } of its most important station. 





Here, in the Flint-Saginaw market, average city- 
family income is $6,092.75. And retail sales are 
more than one billion dollars. That's a lot of 
spending ... 

®@ $298,940,000 for food 

®@ $243,634,000 for automobiles and accessories 

®@ $51,806,000 for home furnishings 

®@ $36,387,000 for drug products 
These big-talking dollars listen to WNEM-TV. 
86.9% of the market homes are television homes— 
tuned to WNEM-TV for the best local and network 
picture. For WNEM-TV is the only station completely 
covering the 274,067-set Flint-Saginaw market. 
ARB and PULSE say WNEM-TY is the BIG “‘first’’. 


See Headley-Reed or Michigan Spot Sales. 


WNEM-TV 


A GERITY STATION 
serving Flint, Saginaw, Bay City, Midland 


your direct channel to Michigan's Golden Valley 
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Wash. Memo (Cont'd from 81) 


that two of the three experienced mem- 
bers favored a different approach to 
the allocation problem than the ma- 
jority and that the third only half- 
heartedly joined the majority position. 
Strangely, the new members want to 
adhere to the Sixth Report (the alloca- 
tion plan) although they did not par- 
ticipate in its formulation and adoption. 
And two of the three who did partici- 
pate are willing to revise it. 


Agencies in Politics 


Perhaps the time is ripe to take the 
regulatory agencies out of politics, to 
end the practice of changing commis- 
sioners with each new administration, 
to give the FCC the judicial status and 
dignity its responsibilities merit. As 
things stand now, a commissioner, 
after serving seven years, may — and 
frequently does — find himself out of 
a job because he doesn’t wear the 
same political badge as the new presi- 
dent. If the new administration is un- 
der strong patronage pressure (which 
it usually is), it will put in “deserving” 
Democrats or Republicans to replace 
experienced and often highly com- 
petent commissioners whose terms have 
expired. As a result, the public and the 
industry are deprived of the value of 
experienced people in government. 

With the insecurity of a seven-year 
term, a.commissioner is susceptible to 
pressures—from members of Congress 
as well as the industry — which he 
could firmly ignore if he had a life-time 
appointment. It is significant that 
Federal judges in the south, where 
pressures against desegregation are 
tremendous, have staunchly upheld the 
rulings of the Supreme Court. 


Unlimited Appointments? 


Why should not members of the 
FCC be given unlimited appointments? 
Why shouldn’t this agency, which is 
certainly as much judicial as admin- 
istrative, be given the same independ- 
ence as a Federal court? 

The caliber of appointee, by and 
large, is acceptable. Given life-time 
tenure, Congressional scrutiny prior to 
confirmation would screen out the 
unqualified. It is not the individual; 
it is the system which is at fault. 
























































Wall St. (Continued from page 87) 


pex also makes power amplifiers, pre- 
cision frequency power supplies, cus- 
tom units to meet special requirements 
and numerous accessories for com- 
panies attempting to make sound a 
factor in their manufacturing opera- 
tions. 

Its audio products, accounting for 
35 per cent of its 1954 volume, con- 
sist of equipment primarily used for 
recording music, voice and other pro- 
gram material for radio stations, re- 
cording companies and similar groups. 
Some of the equipment is used for 
hi-fi sound reproduction. Ampex also 
has developed reproducers, the equiv- 
alent of record players, suitable for 
use in radio broadcast work or for 
supplying continuous background 
music for restaurants, 
hotels. 
are based on the use of magnetic tape. 

Moreover, when CinemaScope hit 
the film industry in 1953 Ampex was 
on hand as one of the manufacturers 
able to supply equipment for the re- 
production of stereophonic sound. 


The growth of Ampex has been 


factories or 
All these devices, of course, 


steady, although unspectacular, in the 
last three years: In 1953, it had sales 
of $3,548,593 which yielded a net in- 
come of $88,570 — about 37 
share. The next year, sales rose to 
$5,418,373, but returned only a $25,- 
69l-net, or six cents per share. In 
1955, the annual volume climbed to 
$8,163,663, and the net income was 
a respectable $365,736 or 69 cents a 
share. 


cents a 


Ampex Shareholders. Slightly over 
three years ago the company made its 
first stock offer with Blyth & Co. head- 
ing the underwriting group. At last 
report there were 1,200 stockholders 
with 528,740 shares of outstanding 
common. There are one million author- 
ized shares. Ayala Assocs., a partner- 
ship, is the principal stockholder in 
Ampex, holding 38.5 per cent of the 
stock. The two companies have a 
unique relationship, for Ayala Assocs., 
in turn, is employed by Ampex to 
manage its affairs. 
employment, 


The contract of 
terminable by either 
party on 60 days’ notice, calls for an 
annual fee of 12.5 per cent of the 
Ampex net income before taxes, but 
the fee is in no event to be less than 





Sales Boost 


Five department heads for J. 
J. Moreau & Son, Manchester, 
N. H., hardware firm, testify to 
the effectiveness of twice-a-week 





announcements on WMUR-TV 
Manchester news programs. 

Here are the reports: 

Mr. Dearborn, industrial de- 
partment: “Sales of Millers Falls 
power tools were beyond our ex- 
pectations. . . .” 

Mr. Samson, agricultural de- 
partment: “Tv really sold Ther- 





mo-Rite tempered glass fireplace 
screens.” 

Mr. 
partment: “I have had excellent 
response to our Can-O-Mat, Texas 
ware, and Revere ware tv com- 


Gelinas, housewares de- 


mercials.” 
Mrs. gift 


ment: “Our Silex and Franciscan 


Constant, depart- 
ware commercials were particu- 
larly effective.” 

Mr. Highley, sporting goods 
department: “I am exceptionally 
pleased with the results of our tv 
commercial for Tilley lanterns, 
Humanic ski boots and Sub-Zero 
pacs.” 


$50,000 or more than $100,000. 
During its developmental years Am- 
pex borrowed regularly from Ayala 
Assocs., the total amount in a two- 
year period being about $385,000. 
However, these borrowings have 


High-Low Last 
Stock 1955-56 Quote* 
ABC-UPT 3136- 2456 29% 
ADMIRAL 22%- 18% 20% 
AVCO 7%- 6 6% 
CBS 2834- 23% 2456 
DU MONT LABS 10 - 7% 8 
EMERSON 13%4- 11% 11% 
GENERAL ELECTRIC 65 - 52% 605% 
HOFFMAN 25%4- 21% 22% 
MAGNAVOX 41 - 34 36% 
MOTOROLA 51%- 43% 46% 
PHILCO 3644- 2956 29% 
RCA 50%- 41% 46% 
RAYTHEON 19%- 15% 16% 
STORER 25%- 22% 25 
SYLVANIA 52%4- 42 50 
WESTINGHOUSE 65%- 56% 57% 
ZENITH 1414-120 125 
Over-the-Counter Stocks 
Bid-Askedt 
CONSOL'DATED-TV 18-19 
GUILD FILMS 3%- 356 
OFFICIAL FILMS 2 -2% 


“* As of the close, April 24, 1956. 
+t As of April 25, 1956. 


ceased, and Ayala holds none of the 
company’s notes. There are, however, 
three members of the Ampex board of 
directors who are also partners of 
Ayala, two of whom have devoted their 
full time to the business affairs of 
Ampex. They are T. Kelvin Mallen, 
board chairman; George I. Long, ex- 
ecutive vice president, chairman of the 
executive committee and a director, 
and H. A. MecMicking, a director. 

A. M. Poniatoff is the president and 
a director of the firm; Frederick E. 
Terman, dean of the Stanford School 
of Engineering, is another director, as 
is A. A. Browne, vice president of 
Pacific Electric Manufacturing Corp. 

Late in 1954 Ampex also sold $1.5 
million worth of 4% per cent con- 
vertible debentures, underwritten by 
Blyth & Co. and Irving Lundborg & 
Co. The money was used to repay all 
bank indebtedness, to expand engineer- 
ing facilities and equipment and to 
continue research. 

Ampex obtained patents to some 
magnetic recording equipment from 
Armour Research Foundation and the 
Western Electric Company, to both of 
whom it pays royalties. These royal- 
ties totaled $30,790 in 1953; $105,406 
in 1954. 
applied for some of its own patents on 


However, Ampex also has 


various improvements on some basic 
products and has granted a license to 
certain of its patents to RCA. The 
Ampex work force has jumped from 
40 employes in 1949 to almost 700 in 
1955. Headquarters are in Redwood 
City, Calif., where it has five modern 
plants, all under lease until March 
1962. 


TOWERS 
RADIO—TELEVISION 


t 


Tower Sales & Erecting ee) 


Columbia Blvd 














Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


Gamera CQuipment ©. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 











May 1956, Television Age 


9] 








92 





5 New York doctors 


and 5 more Doctors of High Pulse (Phd’‘s) 
with Madison Avenue backgrounds (MA’s) 
knew it even before it was PROVED by the 
specialists from the Pulse, Inc. 


WNCT IS FIRST IN ALL EASTERN CARO- 
LINA during every minute of every hour 
of every day. 


Several weeks before our Pulse was taken, 
we consulted 400 agency Pill-Pushers and 
asked them: 

Q: How many quarter 
hours is WNCT a- 
head in 19 counties 
of Eastern Carolina? 

A: 464—which is ALL 
of them! 











Q: What would you say WNCT’‘s highest 
Pulse will read in any quarter day or 
nite? 

A: 54.5 

The staff of prize-winning physicians listed 
below were most accurate in their diagnoses. 
We congratulate them! 

And we'd love to have YOU examine us and 
check our Pulse. Dr. John E. Pearson can 
show you our national Case History, and Dr. 
Jim Ayers has the chart on us in the south- 
east. 


We feel just fine, thank you! 





WNCk=*. 


channel Oo PRIMARY CBS AFF. 
316,000 watts full time 
A. Hartwell Campbell, Gen. Mgr. 


JOHN E PEARSON CO., NAT‘L. REP. @ JAMES S. AYERS, S.E. REP, ATLANTA 





Ist—Thomas J. Glynn 
J. Walter Thompson 


2nd—Bill Murphy 
Benton & Bowles 
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3rd—William J. Stenson 


4th-10th—Charles F. Theiss, Ted Bates; 
Edmond C. Semel, Compton; Watts 
Wacker, D. P. Brother; Tom Carson, 
Compton; Nick Wolf, Leo Burnett; 
Gerald Eckhart, Cargill & Wilson; Charles 
Willard, McCann-Erickson. 


Campbell-Mithun 








TELEVISION AGE 


Oo” word on which station man- 
agers at the NARTB convention 
in Chicago agreed was the progress of 
national spot business during the first 
quarter of the year. Simply stated, 
spot went through the roof. 

And there seems to be no confusion 
between exaggeration and enthusiasm, 
for most managers already confirm 
that spot totals for the first three 
months were, by all means, the best in 
their station’s histories. 

This springtime surge comes as no 
surprise to regular readers of the TV 
AGE Business Barometer (see page 31). 
For the past two years, the barometer 
has indicated a seasonal pattern in 
spot placement, and this year promises 
to be no exception. The only difference 
to date has been that the usual in- 
creases are even sharper this year. 

Allocations for national spot, due 
largely to the tendency to follow the 
13-week contractual span of program 
buying, usually begin to taper off in 
late fall. Buying drops notably during 
December, the last budget month for 
most corporations. That decline per- 
sisted through January of 1955, but 
was erased in 1956. But, in both years, 
March delivered a strong upsurge for 
spot. 

In March of last year, for instance, 
national spot was up 12.4 per cent 
over February, alone. In 1954, the 
March increase over its previous month 
was at the same impressive level. 
Projecting that trend for 1956 in- 
dicates that, if business holds, spot 
will indeed hit an all-time high. It 
should easily—and overwhelmingly— 
be 100 per cent above the October 
1953 median upon which the Business 


Barometer is based. 


May, 1956 


a four-week 


review of 





REPORT 


current activity 


in national 
spot tv 


The projection applies not only to 
month-by-month comparisons, but also 
to comparison on an annual basis, 
March 1955 with March 1954. (Since 
the barometer was the first such 
measure of tv business cycles, no 
earlier figures are available.) 


March Shows Increase 


March 1955 showed a startling 33.4- 
per-cent rise over the previous year. 
And this year, spot was up almost 25 
per cent at the end of its winter de- 
cline — even before the spring boom 
started. Its continued rise may well 
add up to a 35- or 40-per-cent boost in 
one year’s time, when March 1956 spot 
figures are computed and reported in 
the June issue. 

It’s little wonder that, having real- 
ized a growth in one year that, in 
other fields, normally takes three or 
four highly prosperous years, station 
managers say spot has gone through 
the roof. 





Jerome R. Feniger of Cunningham & 
Walsh, Inc., N. Y. has been made vice 
president in charge of media for Lig- 
gett & Myers. 


AMERICAN CHICLE Co. 

(Ted Bates & Co., Inc., N. Y.) 

The company is adding schedules of minutes 
and chainbreaks in limited number of 


markets for ROLAIDS and CERTS. 
Cameron Higgins is the timebuyer. 


AMERICAN STA-DRI CO. 


(J. Gordon Manchester Advertising, 
Inc., Washington) 


This paint yy was not able to find 
the half-hour film series it was looking 
for (see April +-¥ Report), so it is 
buying minutes in about 15 major markets 
Richard T. Williams is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Advertising Agency, 
St. Louis) 


No definite decision made as yet on plans 
for continuation of network advertising for 
BUDWEISER BEER. There's a good chance 
it may end up on a spot basis with either 
programs or announcement schedules in 
almost all major markets. John I. Hyatt 
is the timebuyer. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


The company will be laying off and/or 
reducing its spot schedules for practi- 
cally all products. But it will come 
back heavy in the fall. Elaine Ogle is 
the timebuyer. 


ASSOCIATED BULB GROWERS OF 
HOLLAND 

(Anderson & Cairns, Inc., N. Y.) 

This group is a possibility for the fall, 
planting time for the bulbs. Will : 
undoubtedly use same selected markets it 
has used before: New York, Philadelphia, 
Chicago, Cleveland, Detroit, St. Louis, 
Dallas and San Francisco. Victor Seydel, 
v. p. in charge of tv-radio, is the contact. 





Complete ARF 
County-by-county Set Count 
On Page 100 





BENSON & HEDGES 
(Benton & Bowles, Inc., N. Y.) 


PARLIAMENT CIGARETTES started a test 
campaign April 16 for its new package, 
using ID’s and chainbreaks. Frank Carvel 
is the timebuyer. 


BEST FOODS, INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 


Company is looking for half-hour shows in 
seven west coast markets. Pete Triolo is 
the timebuyer. 


BOHEMIAN BREWERIES, INC. 


(Devine & Brassard, Inc., Spokane) 


BOHEMIAN CLUB BEER has scheduled a 
tv spot campaign beginning the end of April 
in several Washington and Idaho markets. 
Charles R. Devine, president, is contact. 


(Continued on page 94) 
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Spot (Continued from page 93) 


BOSCO CO. 

(Donahue & Coe, Ine., N. Y.) 

The agency has just taken over this 
account from Ruthrauff & Ryan. No new 
plans are contemplated at present, although 
a thorough review of the situation may 
result in revisions. The entire grou 
working on the account at R&R came over 
to D&C. Charlotte Corbett is the 
timebuyer. 


BRISTOL-MYERS CoO. 
(Doherty, Clifford, Steers & Shenfield, 


Inc., N. Y.) 
There’s a possibility that VITALIS might 


= into spot in late spring and summer. 
erry Gibson is the timebuyer. 


BULOVA WATCH CO. 
(McCann-Erickson, Inc., N. Y.) 


Another big Bulova spot campaign has 
been launched over its array of stations. 
In addition, as always, a supplementary 
co-op campaign is getting underway with 
open end minutes and 20’s available 
without charge to dealers. Mildred Fulton 
is the timebuyer. 


CANADA DRY GINGER ALE, INC. 
(J. M. Mathes, Inc., N. Y.) 


Look for Canada Dry to come u 
spot activity for the summer. 
Cathcart is the timebuyer. 


CARTER PRODUCTS, INC. 
ov Stauffer, Colwell & Bayles, 
-) 


with some 
na 


Markets are being added and frequencies 
are being upped in — markets for 
ARRID. Jean Carroll is the timebuyer. 


CARVEL ICE CREAM SHOPS 

(Page, Noel & Brown, Inc., N. Y.) 

This chain of roadside ice cream shops 

will start a 13-week campaign in May, 

using an average of 15 ID's r 

week in the following nine markets: New 

York, Rochester, Albany-Troy-Schenectady, 

Syracuse, Buffalo, New Haven, Philadelphia, 
arrisburg and Wilkes-Barre-Scranton. 

Elliott Nonas, president, is the contact. 


CHEF-BOY-AR-DEE 

Division of American Home Foods 
(Young & Rubicam, Inc., N. Y.) 
Division currently working on new spot 
plans. No indication at this time as to when 


any decision will be made. Russ Young 
is the timebuyer. 


CLAIROL, INC. 
(Foote, Cone & Belding, Inc., N. Y. ) 
Company on the lookout for half-hour 


shows. Arthur Pardoll, director of 
broadcast media, is the timebuyer. 


COAST FISHERIES, 

(Lynn Baker, Inc., N. Y.) 

Plans are not yet set for PUSS 'N’ BOOTS 
cat food, but there is a good chance of 
the company cous a full schedule of tv 
spot. George Schiesser, media director, 

is the timebuyer. 


COLGATE-PALMOLIVE CoO. 
(William Esty & Co., N. Y.) 

For VEL beauty bar, the company bought 
night and day 20’s and minutes in Tampa 
and will probably pick up schedules in other 


scattered markets. Sal Agovino is the 
timebuyer. 


CONSOLIDATED CIGAR CORP. 


(Lennen & Newell, Inc., N. Y.) 
Consolidated bought MURIEL CIGARS from 
P. Lorillard & Co. and is keeping L&N as 
the agency. Consolidated has used 
spot for its other products, DUTCH 

STERS and HARVESTERS CIGARS 
(see January ‘56 Spot Report). The chances 
are good for a IEL campaign soon. 
Robert Widholm is the timebuyer. 


ROBERT CURLEY LTD. 


(Dancer-Fitzgerald-Sample, N. Y.) 


This manufacturer of hair preparations is 
placing a five-minute, demonstration film- 





Charlotte Corbett is now timebuyer at 
Donahue & Coe, N. Y., on Bosco Co. 


and-live spot. Buying is arranged out of the 
agency’s n Francisco office. New York 
office services account, supplying 
availabilities and information. Company 
expects to expand its present coverage to 
reach all over the country. Cliff Botway is 
the contact in New York; Glenn Wilmoth, 
media director, does the buying in 

San Francisco. 


DEJUR-AMSCO CORP. 
(Friend, Reiss Advertising, N. Y.) 


Starting April 24 on WCBS-TV New York, 
this camera manufacturer will test a new 
kind of spot campaign for them. Its daytime 
minute announcements will include a 
contest; pictures taken of local children 
will be shown on the air, and Dejur 
Cameras will be awarded the family, 
provided it sees and identifies their child’s 
nea. If reaction to this is good in 
ew York, Deiur-Amsco expects to 
take idea to 25 other major markets. 
Ed Ratner is the timebuyer. 


DOW CHEMICAL CO. 


(MacManus, John & Adams, Inc., 
N. Y.) 


The campaign for SARAN WRAP is being 
expanded. Dorothy Hanley is the 
timebuyer. 


E. F. DREW & CO. 
(Donahue & Coe, Inc., N. Y.) 


The maker of TRI-NUT, a premium 
margarine, switched to Donahue & Coe from 
Ruthrauff & Ryan. At this point, company 
is continuing with its testing (see March 
Spot Report) and will probably go into 
more activity soon. Evelyn Lee Jones is 

the timebuyer. 


S. I. DU PONT de NEMOURS 
(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


For ZERONE and ZEREX, Du Pont 
anti-freezes, the company is already 
beginning to line . its 15-minute fall 
football show. As last year, the pre-game 
program featuring Frank Leahy will be 
placed in some 150 markets. But for the 
coming season the filmed shows will get 
underway a week earlier, Sept. 21, and will 
run for 10 weeks. Ted Wallower is the 
timebuyer. 


J. H. FILBERT, INC. 
2 ie Stauffer, Colwell & Bayles, 


The maker of MRS. FILBERT’S 
MARGARINE and MAYONNAISE is going 
into selected midwestern markets in May 
with daytime participations in children’s 
shows. Steve Suren is the timebuyer. 


FURR’S INC. 
(Direct) 


This southwest supermarket chain bought 
the Guild Films one-hour variety show, 
Popcorn Theatre, on Kos-tv Albuquerque, 
KpuB-Tv Lubbock, Krop-tv El Paso an 
KPAR-TV Sweetwater. Jack O. Stone, 
advertising manager of Furr’s, is the 
contact. 





GENERAL BAKING CO. 

(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 

The bakers of BOND BREAD are in the 


rocess of setting up new spot schedules. 
Fred Stoutland is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


For REGULAR MAXWELL HOUSE 
COFFEE, the company is setting up a 
special four-week campaign in several 
major markets, getting underway at the end 
of April. Rod Turner is the timebuyer. 


GENERAL MILLS, INC. 
(Knox Reeves Advertising, Inc., Minn.) 


There's some spot activity in the form of 
a short announcement campaign from 
General Mills for its RED STAR FLOUR. 
Dr. A. Root is the agency contact. 


GOETZ BREWING CO. 
(Compton Advertising, Inc., N. Y.) 


Beer company is currently looking for Class 
A time ID’s in its midwest markets. 
Hal Davis is the timebuyer. 


ROBERT HALL CLOTHES, INC. 


(Frank B. Sawdon, Inc., N. Y.) 


The Robert Hall saturation spot campaign 
for spring going on now in 80 stations in 
70 markets will gradually decrease for the 
summer months. However, the fall promises 
a bigger-than-ever spot tv promotion for 
the retail chain. The company intends to 
open new stores in at least five markets 
not now using tv and, at the same time, 
will add outlets in present markets. Then, 
too, there are still some 60 markets which 
have Robert Hall stores that are not 
using tv schedules. Jerry Bess, vice 
resident and director of tv-radio, 
s the contact. 


HERCULES POWDER CO. 
(Fuller & Smith & Ross, Inc., N. Y.) 


As predicted in January Spot Report, 

the company has increased its spot cover- 
age for TOXAPHENE in the cotton belt 
states. The campaign is underway and 

will run through the summer. Bernard G. 
Rasmussen is the timebuyer. 


INTERNATIONAL CELLUCOTTON 
PRODUCTS CO. 


(Foote, Cone & Belding, Inc., Chicago) 
Starting middle May the company will be 
using around 12 to 15 minutes and 20's 
per week in a number of markets for 10 
weeks to promote KLEENEX TABLE 
NAPKINS. Vera Tabloff is the timebuyer. 


JAPAN CANNED CRABMEAT 
SALES CO. 

(Gotham-Vladimir & Co., N. Y.) 
Nozaki Associates, importers of JAPAN 
CANNED CRABMEAT, will be starting on 
May 13 a 13-week campaign of 
participations in women’s shows in a few 
selected major markets. Andrew N. 
Vladimir is the timebuyer. 


S. C. JOHNSON & SONS, INC. 


(Needham, Louis and Brorby, 
Chicago) 

For its new product, RAID INSECTICIDE, 
the company will get a short but extensive 
campaign underway in May. It will run for 
six weeks and consist of A-time 20’s and 
B-time minutes, averaging about three per 
week. Don De Carlo is the timebuyer. 


Cc. C. LANG & SON, INC. 

(Marcus E. Smith, Baltimore) 

This is a new agency handling Lang’s 
REAL-KOOL. Company is placing 
participations in children’s shows and has 
already started in Birmingham and 
Cincinnati. Marcus E. Smith, president, is 
handling. 


THOMAS J. LIPTON, INC. 

(Young & Rubicam, Inc., N. Y.) 

Plans are about getting underway for 

LIPTON’S ICED TEA. Probably will 

follow last year’s pattern in which around 
markets were used (see June ‘55 Spot 

Report). Thomas M. Comerford is the 

timebuyer. 


Inc., 


(Continued on page 98) 
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463,282 pieces of fan mail in the past twelve months! That’s the kind of action 
stirred up by the personalities and programs on WRCV and WRCV-TV, Philadelphia. 


Make this audience response work for you in the nation’s fourth market. Your NBC 


Spot Sales Representative can show you how!W RCV:-1060 WRCV-TV°:3 


Lloyd E. Yoder, Vice President and General Manager pac in Philadelphia @ service of GR) 
Hal Waddell, WRCV Sales Manager 


Ted H. Walworth, Jr., WRCV-TV Sales Manager  tepresented by SPOT SALES 
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SOLD 


Canada Dry Ginger Ale and its agency, J. M. ¢ SPOT sparks seasonal pushes . . . cashing in on 
Mathes, are Sold on Spot as a basic advertising warm weather peak consumption. 

medium! An acknowledged leader in the highly * SPOT is lightning fast . . . goes to work instantly 
competitive carbonated beverage field, Canada Dry .., gives Canada Dry perfect timing for weekend 
again in 1956 is buying heavy spot schedules in all grocery shopping. 

NBC Spot Sales markets. Here’s why: ¢ SPOT alone has the market-by-market flexibility 


* SPOT tells the Canada Dry “quality story” that enables the advertiser to exploit varied local 
against any and all competition when, where and market characteristics. 
as often as needed . . . at unmatched economy. ¢ SPOT brings Canada Dry full merchandising sup- 
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Left to right: 
WILLIAM E. BRAYTON, V.P. and Acct. Exec., J. M. Mathes, Inc.; 
EDNA CATHCART, Timebuyer, J. M. Mathes, Inc.; FRED BENSEN, 


Advertising Mgr., Canada Dry, Inc.; JACK KOWET, New York Division 
Manager, Canada Dry, Inc.; FRED LYONS, Radio Sales Representative, 
NBC Spot Sales. 





ON SPOT 


port from stations represented by NBC Spot Sales. 
William E. Brayton, J. M. Mathes Vice-President 
and Account Executive, says: 

“SPOT fills the bill . . . especially NBC Spot Sales 
Radio and Television. Proof is in the 15 consecutive 
years that NBC Spot Sales has helped sell more and 
more Canada Dry.” 

Spot Radio and Spot TV can sell for you in the 14 
major markets represented by NBC Spot Sales. 





represents: 

OE ee KRCA 
Philadelphia. WRCV,WRCV-TV 
San Francisco ...... KNBC 
a bs 6 wis KSD, KSD-TV 
Washington, D.C. WRC, WRC-TV 
SD. <6 sk eee WBUF-TV 


SPOT SALES 


Seattle .. . KOMO, KOMO-TV 
Portland, Ore. ...... KPTV 
Demver ..... KOA, KOA-TV 
Louisville . . WAVE, WAVE-TV 
Schenectady-Albany-Troy WRGB 
Honolulu . . . KGU, KONA-TV 
New York. . WRCA, WRCA-TV 
Chicago. ....- WMAQ, WNBQ 
and the NBC 


Western Radio Network 
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Spot (Continued from page 94) 


MARLOWE CHEMICAL CO. 
(Product Services, Inc., N. Y.) 

Agency just took over account, and new 
plans for FIRE CHIEF, home 
extinguisher, and other new products are in 
the works. At present, Les Blumenthal, 
executive v. p., is handling account. Al 
Sessions will probably be the timebuyer 


PHILIP MORRIS, INC. 


(Leo Burnett Co., Inc., Chicago) 
MARLBORO CIGARETTES is seeking 
nighttime ID’s and chain breaks in 

virtually all markets in the country. This 
account is very active, adding 
announcements in present markets and 
improving schedules in others. This will be 
a continuing process throughout the year. 
Rex French is the timebuyer. 


C. H. MUSSELMAN CO. 


(Clements Agency, Phila.) 

This food preaucts company is placin 
schedules New York and Philadelphia 
and will follow through in other markets. 
Katherine E. King, account executive 
and media director, is the timebuyer. 


NATIONAL CARBON CO. 
(William Esty Co., Inc., N. Y.) 


National is already planning placements for 
the November election returns. Will use 
five-minute cut-ins for local results in top 
25 cold weather markets. Tom 
Hollingshead is the timebuyer. 


PAPER-MATE PEN CO. 
(Foote, Cone & Belding, Inc., Chicago) 


This company will run about three or 

four short but extensive schedules a year. 
The next one coming up will be aimed 

at June graduation, followed by the back-to- 
school promotion beginning in August. 
Each of these campaigns will be no longer 
than five weeks. Gwen Dargie is the 
timebuyer. 


ar ‘waipinszs BOTTLING CO. OF 


(Keyon & Eckhardt, Inc., L. A.) 


The Pepsi bottlers in L. A. have added 
10-second station breaks during KHJ-TV’s 
Channel 9 Movie Theatre and a t 
schedule on KNXT same city. There is a 
possibility of other action in other markets 
near this area, with Arizona heading the 
potential list. Jean Replogle is the 
timebuyer. 


PERKINS PRODUCTS CoO. 


(Foote, Cone & Belding, Inc., Chicago) 
Perkins, a wholly-owned subsidiary of 
General Foods, which manufactures 
KOOL-AID is going all out with its 
promotion of the product. In addition to its 
television network promotion (see 
Tele-Scope” April, 1956) the company 
is placing announcements in local children’s 
and women’s shows for 13 weeks starting 
in mid-May. Dorothy Fromherz is the 
timebuyer. 


PILLSBURY MILLS, INC. 
(Campbell-Mithun, Inc., Minn.) 
Company is now setting up schedules fo 
Aug. 15 start for the Flamingo half-hour 4 
film, Grand Ole Opry, to run for 39 weeks. 
Looking at markets in the south and 
southeast, Pat Brower is the timebuyer. 


PROCTER & GAMBLE CO. 

(Leo Burnett Co., Inc., Chicago) 

For JOY, the company is adding additi 1 
markets to present list, buying Sighttime” 
minutes preferably in feature films and 
personali y shows. Length of schedules 
varies. John Deacon is the timebuyer. 


PROCTER & GAMBLE CO. 


(Compton Advertising, Inc., N. Y.) 
The two-week campaign for CRISCO, 
which had been delayed a few times, will 
get going April 30. P&G will aim for the kid 
audience, using participations in local 
shows. Frank Sweeney is the timebuyer. 


PROCTOR ELECTRIC CO. 
(Weiss and Geller, Inc., N. Y.) 


Proctor’s saturation spot schedules started 
in March and will run into June in 
Philadelphia, New York, Buffalo, Boston, 


Robert L. Hamilton, media director of 
C. L. Miller Co., N. Y., appointed vice 
president and member of executive 
committee. 


Washington, Pittsburgh, Columbus, O., 
Cincinnati, Detroit, Chicago, Milwaukee, 
Kansas City, Denver, Los Angeles and 

San Francisco. Following a summer layoff, 
Proctor will come back in September with 
another saturation campaign in the 

same markets, plus at least six more. 
Helen Black is the timebuyer. 


QUAKER STATE OIL REFINING 
CORP. 


(Kenyon & Eckhardt, Inc., N. Y.) 


Oil company is looking for nighttime 
minutes and 20’s in a few markets for a 
six-week campaign to start in May. 
Lucy Kerwin is the timebuyer. 


RALSTON PURINA CO. 
(Gardner Advertising Co., St. Louis) 


The company used spot to test for DOG 
CHOW and it went over big. Now about 
ready to start to — cover the country. 
The campaign is planned to take in region 
by region, staggering starting dates. 

The first area will be the south and will 
get underway in June. Frank Heason is 
the timebuyer. 


REMBRANDT INTERNATIONAL 
(David J. Mahoney, Inc., N. Y.) 


For REGENT CIGARETTES the company 
is starting a campaign in New York 
using newspapers and radio. Spot tv is not 
scheduled until mid-July. The company 
lans a oon expansion of its promotion 
or REGENT beginning in major markets. 
It is possible that when this expansion takes 
lace, tv spot will be the first media used. 
n any case, tv will definitely be used. 
Incidentally, this account will go over to 
MacManus, John & Adams in New York 
when the Mahoney agency dissolves in 
August. Roger Bumstead, media director, 
is the timebuyer. 


REVLON PRODUCTS CORP. 
Owe Redfield & Johnstone, Inc., 


For SUN BATH, the company will come out 
in June with nighttime minute schedule 

in major markets. Betty Nasse is 

the timebuyer. 


REVLON PRODUCTS CORP. 
(Emil Mogul Co., Inc., N. Y.) 


For its SILKEN NET, the company begins 
on May 8 a 13-week campaign of minutes 
and chainbreaks in 60 markets. A six-week 
test campaign in four markets for HI AND 
DRI was all set but has been postponed 
temporarily. Elaine Schachne is the 
timebuyer. 


RHEINGOLD BREWING CO. 


(Foote, Cone & Belding, Inc., L. A.) 


RHEINGOLD BEER becomes one of the 
charter advertisers on KFRE-TV Fresno 
with the co-sponsorship of ABC Film 
Syndication’s Code Three for 26 weeks 
starting in June. The company already has 
the film going on KFMB- an Diego 
and K Los Angeles (see March Spot 
Report), and other markets to be added 
soon are Bakersfield, Santa Barbara 

and San Luis Obispo. Lydia Hatton is the 
timebuyer. 









SCHLITZ BREWING CO. 
(J. Walter Thompson Co., Chicago) 


Now that JWT has taken over the account, 
Schlitz spot I -y have been made 

in a scattered list of markets. More is to 
follow in what will probably be a large-scale 
campaign. The company is buying 20’s and 
ID’s. George P. Richardson, vice president, 
is in charge of the account. 


SEARS, ROEBUCK & CO. 
(Direct) 


The company has films and a complete 
tv mat service on its white goods line 
which it will make available to its 
branches. This set up might be extended 
to include Sears automotive products 
also which would make the branches a 
year-round potential spot customer. 


W. A. SHEAFFER PEN CO. 
(Russell M. Seeds Co., Inc., Chicago) 


For a back-to-school campaign to get 
going in July, Sheaffer is looking in many 
markets for half-hour films. It would _ 
prefer co-sponsorship basis and is leaving 
it up to stations to find films. 

Merle Meyers is the timebuyer. 


SOCONY MOBIL OIL CO., INC. 
(Compton Advertising, Inc., N. Y.) 


Put down Socony for a spot campaign soon. 
Hal Davis is the timebuyer. 


S. S. S. CO. 


(Day, Harris, Hargrett & Weinstein, 
Inc., Atlanta) 


The maker of S.S.S. TONIC has renewed 
schedules in 37 markets. There ma 
additional markets used in the fall. 
Beverly Kirvin is the timebuyer. 


STANDARD OIL CO. OF INDIANA 
(D’Arcy Advertising Agency, Chicago) 
A campaign is_getting under way in some 
30 stations in the following 15 states: 
Indiana, Illinois, Iowa, Michigan, Wisconsin, 
Minnesota, Missouri, Kansas, Nebraska, 
North Dakota, South Dakota, Oklahoma, 
Colorado, Wyoming and Montana. 
Announcements around news, weather and 
sports shows will be used. Robert Byars, 
account executive, is the contact. 


STOKELY-VAN CAMP, INC. 
(Calkins & Holden, L. A.) 


Starting the week of June 3, Stokely’s 
Canned Goods Division is renewing its spot 
campaign for 26 additional weeks in 11 
western markets. Stations include: 
KHJ-TV Los Angeles, KFMB-TV San 
Diego, KJEO Fresno, KRON-TV San 
Francisco, KCCC-TV Sacramento, KID-TV 
Idaho Falis, KOIN-TV Portland, Ore., 
KSL-TV Salt Lake City, KING-TV, 
KOMO-TV, KTNT-TV Seattle, KHQ-TV, 
KXLY-TV Spokane and KGMB-TV 
Honolulu. Blanche Graham, media director, 
is the timebuyer. 


SUNBEAM CORP. 

(Perrin-Paus Co., Chicago) 

For a very extensive campaign to promote 
its MIXMASTER and other products, 
Sunbeam is looking for minutes in B and C 
time. A June start is planned, Ear! R. Perrin, 
president, is the contact. 


SWIFT & CO. 
(McCann-Erickson, Inc., Chicago) 


Swift has cut its program placements but 
is keeping its announcement schedules. 
Plans are now being worked on for the fall 
which will probably see a big rise in 

Swift spots for all products. John Cole 

is the timebuyer. 


TAYLOR-REED CORP. 
(Hicks & Greist, Inc.) 


The distributor of COCOA MARSH is 
contemplating a live participation 

campaign using local personalities in 
— and early evening shows. Company 
will increase its current New York 
schedules and then set up schedules in 
Philadelphia and possibly New England. 
Vince Daraio is the timebuyer. 





UNITED ARTISTS CORP. 
(Monroe Greenthal Co., N. Y.) 


In conjunction with its release of 
Alexander the Great, United Artists will 
have an intensified tv campaign in some 50 
cities. Not only will the com y in co-op 
with local theatres place spots and 
participations but will in many of the 
markets show a special 15-minute film 
showing how the movie was made. Harvey 
Schulman, tv-radio director, is the 

contact. 


VAN-FRANK SALES CO. 
(California Advertising Agency, Holly- 
wood) 


LAWRY’S SEASONINGS and FOOD 
PRODUCTS has bought Friday participations 
on the following stations: knxt Los Angeles, 
KPIx San Franc . KFMB-tv San Diego, 
KBET-TvV Sacramento, KJEO Fresno 

KERO-TV Bakersfield, KOIN-TV Portiand and 
KTNT-Tv Seattle. Walter Van de Kamp is 

the agency contact. 


WANDER CO. 
(Tatham-Laird, Inc., Chicago) 


Wander is currently testing for OVALMIX, 
a milk drink —y | only a water mix. 
LeRoy A. Boyer is the timebuyer. 


WESTINGHOUSE ELECTRIC CORP. 
(Fuller & Smith & Ross, Inc., N. Y.) 


For its air-conditioners Westinghouse 

will run a six-week spot drive in a 

number of markets. rnard G. Rasmussen 
is the timebuyer. 


WESTINGHOUSE ELECTRIC CORP. 
(McCann-Erickson, Inc., N. Y.) 


At the moment Pe gy panne is not using 
any tv spot in their big promotion drive. 
But there’s a good chance they will in the 
future, so keep your eye on Westinghouse. 
Murray Roffis is the timebuyer. 


WHITEHALL PHARMACAL CO. 


(Ted Bates & Co., Inc., N. Y.) 


There will be an ae of x activity 
for the company’s PREPARATION H. The 
product now has schedules in some dozen 
markets, but with the new spot allotment 
schedules will be placed in about 40 

more. Nighttime minutes will be used. 

Nat Gayster is the timebuyer. 


STEPHEN F. WHITMAN & SON, INC. 
(N. W. Ayer & Son, Inc., N. Y.) 


The candy company will start April 29 with 
a two-week, Mother’s Day campaign in 

the same 46 markets it has been using for 
other holidays. Jeanne Nolan is the 
timebuyer. 


J. B. WILLIAMS CO. 
(J. Walter Thompson Co., N. Y.) 


The maker of SKOL and other new sun tan 
products will have a spot campaign this 
year larger than last year’s (see June °55 
Spot Report). It will get going at the 

end of May. Gordon wart is the 
timebuyer. 


HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WeEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
INDUSTRIAL & TRAINING FILMS 
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KPTV covers the worl@sfamous ecole dt- tale Madel-1-Mim-t-)007- 1M ota Lol) 
STORER NATIONAL SALES HEADQUARTERS 
<5 TOM HARKER, Vice President in Charge of Sales, 118 East 57th Street, New York............. Eldorado 5-7690 
s “ BOB WOOD, National Sales Manager, 118 East 57th Street, New York........... Eldorado 5-7690 
NIA LEW JOHNSON, Midwest TV Sales Manager, 230 North Michigan Avenue, Chicago . . FRanklin 2-6498 
are GAYLE V. GRUBB, V. P., West Coast Sales Manager, 111 Sutter Street, San Francisco. «+ «SUtter 1-3632 


Represented Nationally by NBC Spot Sales 





ARF County-by-County Report of Tv Households, June, 1955 


As a service to advertisers, agencies, 
stations and other executives interest- 
ed in television set saturation TELEVI- 
ston AGE is publishing on the follow- 
ing pages the complete county-by- 
county tv set report of the U. S. Bureau 
of the Census for the Advertising Re- 
search Foundation. 

The Census study was made as of 
June, 1955. The official title is “The 


National Survey of Television Sets in 
U. S. Households, June, 1955.” 
Several points should be made clear 
in connection with these figures. The 
estimates do not include sets outside of 
homes, nor do they take into consider- 
ation the increase in number of sets 
since June 1955. TV AGE estimates 
that the increase in total sets since that 
time has been 8 per cent. The Census 


total for sets in homes is 32,106,000 as 
of June, 1955. Adding 8 per cent for 
normal increase since that time brings 
the total of sets in homes as of May, 
1956 to 34,674,000 sets. Figuring an 
additional 3 million tv receivers in 
hotels, bars, motels, etc. brings the 
present total to around 37 million sets, 
which is the Tv AGE estimate as of May 
Ist. 














Total | Total | Total f Total 
Sate ond House- TV Households | Seete and Honse- i ae sets ent sfemse- 5. Mousshelds ola one TY Honsshelde 
ounsy Ss . ounty s 0. ounty Yo Ne. A 3 
Alabama 799,200 45 362,400 Cochise _— = on Hot Spring 6,700 2,330 Le — = — 
Coconino A ’ ruff . 
Autauga ms Ol 7500 34 2,520 | —— a + siso | Yell 3,400 23 770 
bn "abe 3 "860 Graham 3000 16 580 Izard 2400 — . aoe Calif. 4,200,500 71 *2,984,910 
Bibb 3,900 53 2,090 | Greenlee 4,100 12 500 | Jackson 6,900 37 " 
Blount 7,100 46 3,240 | Maricopa 134,500 66 88,770 | Jefferson 22,000 34 7,520 —— = 4 = 
Bullock 3,600 28 1,000 | Nonave — — | Johnson 4,100 — — | Amador 2,900 50 1,450 
Butler 6500 28 1850 | pire eivee 48 06 2as7o | Lafayette 3,200 31 1,000 | Butte 23.900 49 11,620 
Calhoun 22,000 53 11,770 | ~~ : Lawrence 5,300 38 © 2,040 | Calaveras 3,500 461,600 
Chambers 9,600 38 3,670 | Pinal 14,400 53 7,620 | Lee 5,800 40 , cite 3.900 51 1,990 
Cherokee 3,800 47 1,790 Santa Cruz 2,600 26 670 Lincoln 3,800 20 750 ’ 
Y i 7400 16 1.200 Contra Costa 105,400 65 69,040 
Chilton 6,500 44 2,890 item sen @ 5920 | Little River 2,800 51 1,430 | Del Norte 5,300 22 1,160 
Choctaw 4200 26 1,080 | ‘Um ‘ . Logan 4,500 18 810 | Eldorado 6,500 40 2,600 
Clarke 6,400 27 1,750 | Arkansas 512,000 36 *186,000 — aoe = = Fresno 92,500 65 60,310 
pare d a = “Gee | Astenees 6,800 49 3,300 | Marion ar 2, ~— | Glenn 5,200 46 2,370 
—— . Ashley 6,300 39 2,470 . Humboldt 29,200 56 16,410 
Coffee 7,100 29 2,040 | Baxter 3,100 13 390 | Miller -— 10,000 68 6,820 | Imperial 18,200 45 8,120 
Colbert 10,600 24 2,520 Benton 11,400 20 2,310 Mississippi 20,900 54 11,370 Inyo 4,500 13 590 
Conecuh 4,500 24 1,100 | Boone 4,600 27 1,260 esi ao 28 1,360 | Kern 73,800 65 47,820 
Coosa 2,500 37 920 D —_ = 
Covington hom S aase | Beate, te 3 ye | evade Saw = temo | Fee 1a 
Crenshaw 4,500 31 1,400 Carroll 3,900 17 650 jms —_— re . a Seseen 7,300 — —_ 
Cullman 11,700 55 6,450 Chicot 5,600 26 1,440 y ’ S 
Dale 4,800 29 1,390 Clark 5,700 32 1,840 | Perry 1,300 25 330 Angeles 1,721,400 79 1,364,930 
Dallas 14,100 34 4,740 Clay 6.900 35 2,380 — a = Madera 11,400 67 7,670 
Eb 1S 68 Gee 06a OS 630 2 Marin 32,800 68 22,440 
Elmore 7,100 43 3,020 Cleveland 2,200 21 460 | Poinsett 8,900 51 4,570 | Mariposa 1,700 38 640 
Escambia 7,400 39 2,920 | Columbia 7,300 33 2,390 | Polk 3,800 15 560 | Mendocino 15,700 20 3,120 
Etowah 27,500 55 15,260 | Conway 4,100 39 1,610 —. ame » on Merced 23,200 57 13,340 
Fayette 4,400 28 1,220 | Craighead 13,200 61 8,010 — . : ‘odoc ’ = = 
Franklin 6,100 28 1,740 Crawterd 6100 26 1.590 Pulaski 63,700 42 26,950 iis 900 17 140 
am mes Sia Bs iia ws Bie aes ae 
Greene 3,500 17 610 . : cis * ’ apa . r 
Hale 4,500 19 840 Dallas 2,900 36 1,040 Saline 6,400 42 2,690 Nevada 7,000 49 3,400 
Henry 3,800 29 1,090 Desha 6,000 27 1,590 ~— —_ . 290 Orange 116,500 71 82,600 
Houston 11,900 36 © 4,320 | Drew 4,500 18 830 eaied — & 370 | Placer 14,700 57  ~—«-8,310 
oto 8,700 34 2,950 | Faulkner 6,200 41 2,540 | Sebastian 20,300 63 12,710 | Plumas 4,700 27 1,280 
Jefferson 166,400 64 107,260 —" — = = — —_ 28 Riverside Ry ~ yn 
Lamar 3,600 36 1 0 ’ -_ _ acramento d J 
Lauderdale 14,800 18 oo. Garland 14,800 41 5,990 — ia _— — | San Benito 4,700 48 2,250 
Lawrence 6,300 31 1,950 | Grant 2300 44 1,010 nion 0 6M 864870 |g Rer- 
Lee 11,300 40 4,570 Greene 7,300 30 2,190 | Van Buren 2,400 35 840 nardino 121,000 61 74,420 
Limestone 8,400 40 3,330 | Hempstead 6,200 23 1,430 Washington 15,200 26 3,890 = Diego 243,500 78 190,420 
Lowndes 3,600 23 820 | an 
Monee ame 25 1,640 TELEVISION SET COUNT BY STATES Ph ig, ns ‘a = oe 
— — *. 1 ee oe Iowa 824,800 68 561,630 | San Luis . 
ara cae ~ me 47,788,000 67 32,106,000 | Kansas 676,300 52 354,040 Obispo 20,700 46 9,540 
Marshall 11,600 43 4.950 | Atoms woe “ 362,400 we —— . —— San Mateo 106,300 68 72,500 
| rizo ’ 5 | , ’ n 
_—— — = yo Arkansas 512,800 36 ipe.500 N. H. 161,300 68  — 110,360 Barbara 33,800 61 20,750 
, : Calif. 4,200,500 71 2,984,910 | N- J. 1,626,500 83 1,346,390 | SantaClara 118,500 69 : 
Montgomery 41,600 51 21,300 | Colorado 452,900 53 239,720 | N- Mex. 207,200 38 78,020 | SantaCruz 25,700 59 15,160 
— pened = a | Conn. 666,200 80 530,180 | N- ¥. 4,888,400 81 3,949,570 | Shasta 14,600 33 4,760 
Pickens 5.100 21 1.050 | Delaware 104,800 79 83, | N. Car. 1,027,600 51 25,490 | Sierra 800 30 240 
Pike 7200 23 1630 | Dist.ofCol. 249,800 82 206,090 | N. Dak. 167,800 37 62,300 | Siskiyou 11,000 16 1,770 
J | Florida 1,099,600 52 541.450 | Ohio 2,610,100 82 2,149,070 | Solano 38,800 72 27.780 
een i 4 Lane Georgia 940,800 53 502,470 | Okla. 663,900 58 385,250 Sonoma 41,300 49 20,400 
uusse Oregon 535,600 45 240,760 anislaus 45,100. 51 23,140 
— 6400 43 2,770 | Idaho 176,700 45 80,070 | Penn. 3,161,900 78 2,472,930 Sutter 9,100 45 4.130 
elby 7,400 64 4,710 | La. 791,900 51 400,120 | R + 246,600 83 204.760 | ran \ ; 
Sumter 5,200 27 1,420 Maine 262,800 64 168,140 S. Car. 544.900 48 260,220 Trinity, pe = — 
Talladega 16,100 60 © 9,610 | Maas 2NG , T2G200 77 552,650 | S. Dak. 195,300 29 57,080 | Tulare 44,600 59 26,400 
Tallapoosa 8,400 39 3,240 , Al, ot 883,400 53 464,500 | Tuolumme 4400 48 2,110 
— tm = co | Minn. “o12900 63 'S7aB00 | Uta “aergup oo Taayaed | Ventura 43,100 73 31,500 
’ ; x : | Uta 207,900 68 142,350 | yol ‘ 
Washington 3400 26 © 890 | ‘Miss. 559,900 28 158810 | Vermont 108,900 53 58,080 | Yuba —— so oe 
Wilcox 4,700 14 650 | Missouri 1,330,000 67 885,130 | Va. 912,700 59 537,760 . " 
Winston 4300 50 2,150 | Montana 199,600 26 51,060 Wash 815,100 60 490,480 Colorado 452,900 53 *239,720 
Arizona 280,600 50 *139.729 | Nebraska 430,700 59 252,490 | W. Va. 496,300 55 271,440 | Adams 14,000 72 10,010 
720 | Illinois 2,877,500 77 2227440 | Wisc. 1,059,800 67 709,040 | Alamosa 2,800 — — 
Apache 5,800 — | Indiana 1,334,600 72 967,430 | Wyoming 92,200 21 18,920 | Arapahoe 20,400 56 11,440 
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Total 


State and House- 
County holds 
Archuleta 700 
Baca 2,600 
Bent 2,200 
Boulder 15,700 
Chaffee 200 
Cheyenne 1,100 
Clear Creek 1,200 
Conejos 2,400 
Costilla 1,200 
Crowley 1,400 
Custer 600 
Delta 5,500 
Denver 156,700 
Dolores 600 
Douglas 1,200 
Eagle 1,200 
Elbert 1,100 
El Paso 30,700 
Fremont 5,500 
Garfield 3,700 
Gilpin 200 
Grand 1,100 
Gunnison 1,700 
Hinsdale 100 
Huerfano 3,000 
Jackson 700 
Jefferson 22,500 
Kiowa 900 
Kit Carson 2,700 
Lake 1,800 
La Plata 4,200 
Larimer 14,600 
Las Animas’ 6,900 
Lincoln 1,900 
Logan 5,200 
Mesa 13,000 
Mineral 200 
Moffat 1,800 
Montezuma 3,000 
Montrose 4,500 
Morgan 5,300 
Otero 7,700 
Ouray 600 
Park 500 
Phillips 1,500 
Pitkin 500 
Prowers 5,000 
Pueblo 28,600 
Rio Blanco 1,700 
Rio Grande 3,600 
Routt 2,600 
Saguache 1,400 
San Juan 400 
San Miguel 700 
Sedgwick 1,500 
Summitt 400 
Teller 600 
Washington 2,500 
Weld 19,800 
Yuma 3,300 
Conn. 666,200 
Fairfield 169,500 
Hartford 180,300 
Litchfield 33,200 
Middlesex 21,400 
New Haven 178,300 
New London 48,000 
Tolland 14,800 
Windham 20,700 
Delaware 104,800 
Kent 12,700 
New Castle 70,700 
Sussex 21,400 
Dist. of 
Columbia 249,800 
Florida 1,039,600 
Alachua 16,700 
Baker 1,400 
Bay 17,900 
Bradford 3,400 
Brevard 8,700 
Broward 48,000 
Calhoun 2,200 
Charlotte 1,600 
Citrus 1,700 
Clay 4,800 
Collier 2,500 
Columbia 5,000 
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Total 
State and House- 
County holds 
Dade 222,400 
De Soto 2,700 
Dixie 800 
Duval 103,600 
Escambia 38,000 
Flagler 1,100 
Franklin 1,800 
Gadsden 8,100 
Gilchrist 700 
Glades 600 
Gulf 2,200 
Hamilton 2,200 
Hardee 2,800 
Hendry 1,800 
Hernando 2,000 
Highlands 5,200 


Hillsborough 85,600 


Holmes 3,200 
Indian River 4,400 
Jackson 8,700 
Jefferson 2,500 
Lafayette 700 
Lake 12,600 
Lee 9,400 
Leon 16,100 
Levy 2,800 
Liberty 1,100 
Madison 3,200 
Manatee 12,900 
Marion 12,300 
Martin 2,800 
Monroe 10,800 
Nassau 3,700 
Okaloosa 8,900 
Okeechobee _ 1,000 
Orange 47,500 
Osceola 4,200 
Palm Beach 45,800 
Pasco 7,700 
Pinellas 78,000 
Polk 43,300 
Putnam 7,700 
St. Johns 8,200 
St. Lucie 8,700 
Santa Rosa 5,000 
Sarasota 13,700 
Seminole 8,500 
Sumter 3,100 
Suwannee 4,300 
Taylor 2,800 
Union 1,200 
Volusia 28,600 
Wakulla 1,500 
Walton 4,000 
Washington 3,200 
Georgia 940,800 
Appling 3,100 
Atkinson 1,700 
Bacon 2,200 
Baker 1,100 
Baldwin 5,000 
Banks 1,600 
Barrow 3,500 
Bartow 7,000 
Ben Hill 3,900 
Berrien 3,100 
Bibb 34,900 
Bleckley 2,300 
Brantley 1,500 
Brooks 3,800 
Bryan 1,400 
Bulloch 5,900 
Burke 5,700 
Butts 2,300 
Calhoun 2,200 
Camden 2,200 
Candler 1,900 
Carroll 8,800 
Catoosa 4,200 
Charlton 1,100 
Chatham 46,300 


Chattahoochee 1,600 
Chattooga 5,500 


Cherokee 5,300 
Clarke 10,500 
Clay 1,400 
Clayton 7,200 
Clinch 1,500 
Cobb 21,300 
Coffee 5,600 
Colquitt 8,900 
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Total 

State and House- TV Households 
County holds % No. 
Columbia 2,300 51 1,180 
Cook 3,000 11 350 
Coweta 7,300 63 4,630 
Crawford 1,200 44 520 
Crisp 4,700 38 1,770 
Dade 1,700 66 1,130 
Dawson 700 639 280 
Decatur 6,300 11 670 
De Kalb 46,900 174 34,610 
Dodge 4,000 38 1,530 
Dooly 3,200 36 1,150 
Dougherty 14,400 35 5,050 
Douglas 3,000 75 2,260 
Early 4100 — os 
Echols 500 32 160 
Effingham 2,300 24 540 
Elbert 4,500 54 2,450 
Emanuel 4400 24 1,070 
Evans 1,500 48 720 
Fannin 3,600 38 1,370 
Fayette 1,900 70 1,330 
Floyd 17,400 57 9,970 
Forsyth 2,700 61 1,660 
Franklin 3,300 59 1,940 
Fulton 145,400 78 114,130 
Gilmer 2,400 39 930 
Glascock 700 25 170 
Glynn 9,200 48 4,420 
Gordon 4,300 69 3,290 
Grady 4,700 — — 
Greene 2,900 40 1,170 
Gwinnett 8,500 60 5,130 
Habersham 4,200 40 1,660 
Hall 10,200 72 7,870 
Hancock 2,300 31 720 
Haralson 3,700 69 2,560 
Harris 2,600 49 1,270 
Hart 3,300 49 1,620 
Heard 1500 42 630 
Henry 3,700 65 2,410 
Houston 6,700 51 3,430 
Irwin 2,400 18 420 
Jackson 4500 50 2,250 
Jasper 1,700 42 710 
Jeff Davis 2,400 21 510 
Jefferson 4,300 48 2,050 
Jenkins 2,400 38 900 
Johnson 2,400 25 600 
Jones 1,700 33 

Lamar 2,400 59 1,410 
Lanier 1,300 18 240 
Laurens 7,400 43 2,200 
Lee 1,400 43 600 
Liberty 2,200 36 800 
Lincoln 1,300 57 740 
Long 900 «631 280 
Lowndes 11,300 27 3,010 
Lumpkin 1500 32 480 
McDuffie 2,900 70 2,040 
McIntosh 1,600 23 370 
Macon 3,200 36 1,170 
Madison 2,700 43 1,150 
Marion 1,400 31 440 
Meriwether 5,200 56 2,900 
Miller 2,200 14 320 
Mitchell 5,300 18 930 
Monroe 2,400 64 1,550 
Montgomery 1,700 — a 
Morgan 2,600 45 1,160 
Murray 2,400 68 1,620 
Muscogee 34,200 69 23,530 
Newton 5,100 67 3,420 
Oconee 1,600 45 720 
Oglethorpe 2,300 38 890 
Paulding 2,700 65 1,750 
Peach 2,900 46 1,350 
Pickens 2,300 57 1,320 
Pierce 2,400 21 510 
Pike 1,900 47 890 
Polk 7,900 65 5,170 
Pulaski 2,200 40 890 
Putnam 1,700 30 500 
Quitman 800 20 160 
Rabun 1,700 43 740 
Randolph 3,000 29 860 
Richmond 42,800 51 21,870 
Rockdale 2,200 69 1,520 
Schley 800 24 190 
Screven 4,200 21 870 
Seminole 1,900 24 460 
Spalding 8,500 71 6,050 
Stephens 4,600 48 2,230 





Total 

State and House- TV Households 
County holds Ve No. 
Stewart 2,200 23 500 
Sumter 6,200 38 2,350 
Talbot 1800 43 780 
Taliaferro 900 42 380 
Tattnall 3,500 19 660 
Taylor 2,300 42 960 
Telfair 2,800 20 570 
Terrell 3,100 44 1,380 
Thomas 9,000 11 970 
Tift 6,200 25 1,570 
Toombs 4,200 23 

Towns 1000 36 370 
Treutlen 1400 18 260 
Troup 13,700 61 8,370 
Turner 2,400 27 640 
Twiggs 1800 25 440 
Union 1,700 35 600 
Upson 6600 50 3,300 
Walker 11,100 57 6,370 
Walton 5,000 66 3,290 
Ware 7,900 52 4,130 
Warren 2,100 37 780 
Washington 4,700 29 1,390 
Wayne 3400 28 960 
Webster 800 «21 170 
Wheeler 1400 18 250 
White 1400 36 510 
Whitfield 9,700 70 6,810 
Wilcox 2,400 39 930 
Wilkes 2,800 52 1,460 
Wilkinson 2,300 26 600 
Worth 4,300 22 950 
Idaho 176,700 45 *80,070 
Ada 24,300 61 14,920 
Adams 900 632 280 
Bannock 12,400 51 6,300 
Bear Lake 1,900 50 960 
Benewah 1,600 50 800 
Bingham 6600 54 3,580 
Blaine 1400 31 440 
Boise 600 56 340 
Bonner 4,500 59 2,670 
Bonneville 9,600 69 6,640 
Boundary 1600 49 780 
Butte 800 «=—38 300 
Camas 300 «25 80 
Canyon 16,600 43 7,220 
Caribou 2,000 36 710 
Cassia 4,000 35 1,410 
Clark 200 55 110 
Clearwater 2,300 34 780 
Custer 1,000 23 240 
Elmore 2,400 46 1,090 
Franklin 2,600 39 1,020 
Fremont 2,500 65 1,630 
Gem 2,400 50 1,190 
Gooding 3,300 23 740 
Idaho 3,300 15 510 
Jefferson 2,800 40 1,110 
Jerome 3,400 21 710 
Kootenai 7,700 63 4,810 
Latah 5,900 45 2,630 
Lemhi 1800 — — 
Lewis 1,200 19 220 
Lincoln 1,100 23 250 
Madison 2,500 68 1,690 
Minidoka 2500 35 880 
Nez Perce 7,400 25 1,810 
Oneida 1,100 43 480 
Owyhee 1,700 51 880 
Payette 3,600 35 1,260 
Power 900 52 460 
Shoshone 6,700 47 3,160 
Teton 700 3=662 430 
Twin Falls 12,900 25 3,260 
Valley 1,200 25 300 
Washington 2,500 36 910 
Illinois 2,877,500 77 2,227,440 
Adams 22,100 73 16,110 
Alexander 7,300 40 2,930 
Bond 4,700 67 3,170 
Boone 5,500 53 2,900 
Brown 2,300 70 1,610 
Bureau 12,200 59 7,160 
Calhoun 1,800 80 1,440 
Carroll 6,400 73 4,680 
Cass 4,700 71 3,340 
Champaign 32,600 61 19,890 
Christian 12,800 59 7,560 
Clark 5,700 57 3,260 
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State and House- TV oe “a 
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County olds % 0. 
Clay 5,600 35 1,940 
Clinton 6,900 64 4,430 
Coles 13,600 52 7,020 
Cook 1,480,000 87 1,290,710 
Crawford 7,400 57 4,230 
Cumberland 3,300 67 2,210 
De Kalb ‘ 73 9,640 
De Witt 5,600 64 3,610 
Douglas 5,400 69 3,720 
Du Page 56,200 79 44,570 
Edgar 7,900 58 4,600 
Edwards 3,000 34 1,010 
Effingham 6,700 61 4,080 
Fayette 7,300 56 4,100 
Ford 5,200 72 3,730 
Franklin 16,300 38 6,180 
Fulton 14,900 75 11,220 
Gallatin 2,900 20 580 
Greene 6,200 67 4,170 
Grundy 6,300 68 4,270 
Hamilton 3,900 17 640 
Hancock 8,700 68 5,910 
Hardin 2,200 16 360 
Henderson 2,600 62 1,600 
Henry 16,100 79 12,700 
Iroquois 10,800 53 5,670 
Jackson 12,900 50 6,490 
Jasper 3,900 53 2,080 
Jefferson 12,200 47 5,780 
Jersey 4,900 65 3,190 
Jo Daviess 6,900 57 3,940 
Johnson 2,500 24 600 
Kane 49,200 83 40,980 
Kankakee 20,900 80 16,720 
Kendall 3,900 79 3,090 
Knox 8,400 73 13,450 
Lake 60,100 84 50,720 
La Salle 32,600 51 16,590 
Lawrence 6,700 38 2,510 
10,500 56 5,850 
Livingston 11,300 55 6,230 
Logan 8,900 68 6,080 
McDonough 9,300 57 5,250 
McHenry 18,200 74 13,470 
McLean 24,600 55 13,410 
Macon 35,500 66 390 
Macoupin 14,500 56 8,180 
Madison 63,700 80 51,090 
Marion 13,300 60 8,010 
Marshall 4,200 51 2,150 
Mason 5,200 46 2,370 
Massac 4300 36 1,750 
Menard 3,100 51 1,590 
Mercer 5,500 74 4,040 
Monroe 4,200 175 3,150 
Montgomery 10,800 54 5,790 
Morgan 10,100 61 6,120 
Moultrie 4,200 58 2,420 
Ogle 11,200 58 6,440 
Peoria 58,800 79 46,450 
7,000 53 3,680 
Piatt 4400 58 2,530 
Pike 7,200 «+75 5,420 
Pope 1,600 20 320 
Pulaski 4,500 39 1,750 
Putnam 1400 35 490 
Randolph 8,600 74 6,370 
Richland 6,400 38 2,410 
Rock Island 44,900 83 37,400 
St. Clair 69,700 83 57,780 
Saline 11,100 56 6,250 
Sangamon 45,700 50 22,670 
Schuyler 3,300 58 1,920 
Scott 2,400 57 1,380 
Shelby 7,900 33 2,620 
Stark 2,700 59 1,590 
Stephenson 13,600 71 9,710 
Tazewell 27,300 73 20,0i0 
Union 5,600 49 2,73 
Vermilion 29,100 57 16,700 
Wabash 4,800 38 1,810 
Warren 8,000 63 5,020 
Washington 4,700 63 2,940 
Wayne 6,700 27 1,810 
White 6,900 35 2,440 
Whiteside 16,700 82 13,740 
Will 43,900 81 35,730 
Williamson 16,700 43 1, 
Winnebago 54,400 78 42,600 
Woodford 7,000 58 4,070 
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Total 

State and House- TV Households 
County holds % No. 
Indianz. 1,334,600 72 967,430 
Adams 7,000 70 4,900 
Allen 64,600 71 45,610 
Bartholomew 13,600 80 10,890 
Benton 3,500 69 2,430 
Blackford 4,500 54 2,410 
Boone 8,400 74 6,230 
Brown 1,600 59 950 
Carroll 5,500 67 3,700 
Cass 12,300 64 7,860 
Clark 17,500 73 12,790 
Clay 8,000 56 4.510 
Clinton 10,200 76 7.790 
Crawford 2,700 56 1,510 
Daviess 8,400 61 5.160 
Dearborn 8,100 76 6,160 
Decatur 5,800 69 4,010 
De Kalb 8,700 67 5,830 
Delaware 32,000 76 24,320 
Dubois 7,100 48 3,420 
Elkhart 29,300 63 18,520 
Fayette 7,900 68 5,330 
Floyd 15,800 78 12,390 
Fountain 6,100 59 3,610 
Franklin 4,600 55 2,530 
Fulton 5,600 176 4,230 
Gibson 9,900 44 4,330 
Grant 20,600 70 14,420 
Greene 9,200 71 6,550 
Hamilton 9,900 76 7,480 
Hancock 7,300 80 5,850 
Harrison 5,400 53 2,880 
Hendricks 8,600 81 6,970 
Henry 14,800 70 10,360 
Howard 18,800 79 14,830 
Huntington 10,600 49 5,190 
Jackson 9,100 63 5,760 
Jasper 5,400 73 3,920 
Jay 7,700 51 3,960 
Jefferson 6,600 75 4,940 
Jennings 4,200 66 2,770 
Johnson 9,100 82 7,470 
Knox 14,100 68 9,570 
Kosciusko 11,300 61 6,900 
LaGrange 4,500 63 2,850 
Lake 122,400 86 104,900 
La Porte 26,100 75 19,520 
Lawrence 10,900 69 7,490 
Madison 36,400 84 30,650 
Marion 198,400 85 168,040 
Marshall 10,000 68 6,830 
Martin 3,400 56 1,890 
Miami 9,500 48 4,560 
Monroe 14,600 70 10,230 
Montgomery 9,900 81 8,010 
Morgan 8,200 80 6,560 
Newton 3,600 81 2,900 
Noble 8,300 68 5,660 
Ohio 1,300 69 890 
Orange 5,200 51 2,640 
Owen 3,800 62 2,350 
Parke 4,900 71 3,480 
Perry 5,200 54 2,800 
Pike 4,600 55 2,540 
Porter 13,400 80 10,770 
Posey 6,200 64 - 
Pulaski 4,000 62 2,500 
Putnam 7,100 48 3,440 
Randolph 9,300 77 7,110 
Ripley 6,100 71 4,350 
Rush 6,300 75 4,710 
St. Joseph 70,700 77 54,090 
Scott . 66 2,840 
Shelby 9,700 72 7,020 
Spencer 4,600 45 2,050 
Starke 5,400 69 3,730 
Steuben 5,800 50 2,920 
Sullivan 7,800 68 5,320 
Switzerland 2,200 73 1,600 
Tippecanoe 24,400 55 13,520 
Tipton 4,900 69 3,380 
Union 1,900 64 1,210 
Vanderburgh 56,900 55 31,520 
Vermillion 7,300 56 4,060 
Vigo 400 80 29,010 
Wabash 9,700 53 5,100 
Warren 2,700 58 1,570 
Warrick 7,200 52 3,770 
Washington 5,200 58 3,020 
Wayne 25,100 73 16,890 
Wells 6,700 53 3,530 





ot 

State and House- 
County holds 
White 6,100 
Whitley 6.€00 
Iowa 824,800 
Addair 3,900 
Adams 2,600 
Allamakee 4,600 
Appanoose 6,000 
Audubon 3,500 
Benton 7,100 


Black Hawk 34,000 


Boone 8,300 
Bremer 5,700 
Buchanan 6,000 
Buena Vista 7,100 
Butler 5,400 
Calhoun 5,300 
Carroll 6,500 
Cass 6,200 
Cedar 5,400 
Cerro Gordo 14,700 
Cherokee 5,200 
Chickasaw 4,400 
Clarke 3,100 
Clay 6,100 
Clayton 6,600 
Clinton 16,100 
Crawford 5,600 
Dallas 7,700 
Davis 3,000 
Decatur 3.700 
Delaware 5,100 
Des Moines 14,400 
Dickinson 4,000 
Dubuque 20,500 
Emmet 4,300 
Fayette 8,200 
Floyd 6,900 
Franklin 5,100 
Fremont 3,500 
Greene 4,800 
Grundy 4,300 
Guthrie 4,400 
Hamilton 6,300 
Hancock 4,400 
Hardin 7,400 
Harrison 5,600 
Henry 5,600 
Howard 3,900 
Humboldt 4,009 
Ida 3,300 
Iowa 4,800 
Jackson 5,600 
Jasper 10,100 
Jefferson 5,000 
Johnson 13,000 
Jones ,700 
Keokuk 5,500 
Kossuth 7,400 
Lee 13,400 
Linn 36,000 
Louisa 3,300 
Lucas 3,800 
Lyon 4,200 
Madison 4,200 
Mahaska 7,900 
Marion 7,600 
Marshall 11,100 
Mills 3,600 
Mitchell 4,100 
Monona 4,900 
Monroe 3,200 
Montgomery 5,200 
Muscatine 10,700 
O’Brien 6,000 
Osceola 3,000 
Page 7,200 
Palo Alto 4,300 
Plymouth 6,700 
Pocahontas 4,500 
Polk 000 
Pottawat- 

tamie 21,800 
Poweshiek 5,700 
Ringgold 3,100 
Sac 5,400 
Scott 33,400 
Shelby 4,500 
Sioux 7,400 

tory 13,300 
Tama 6,900 
Taylor 3,900 
Union 5,300 


TV Households 
%e No. 
62 3.780 
70 4,630 
68 561,630 
59 2,290 
50 1,300 
40 1,840 
47 2,810 
69 2,410 
75 5,300 
73 24,680 
71 5,880 
61 3,480 
74 4,430 
47 3,370 
56 3,020 
55 2,930 
70 4,520 
76 4,740 
85 4,560 
68 10,000 
66 3,410 
45 1,960 
39 1,210 
48 2,920 
50 3,270 
82 13,140 
66 3,720 
76 5,850 
32 950 
41 1,530 
73 3,720 
79 11,320 
45 1,800 
66 13,470 
28 1,210 
49 4,030 
39 2,680 
66 3,360 
81 2,840 
68 3,280 
67 2,860 
67 2,930 
76 4,790 
57 2,510 
81 6,020 
78 4,370 
53 2,950 
34 1,340 
45 1,790 
68 2,230 
67 3,230 
77 4,300 
70 7,100 
61 3,050 
55 7,160 
77 4,360 
60 3,280 
42 3,120 
54 7,220 
80 28,940 
83 2,730 
38 1,430 
70 2,940 
67 2,810 
52 4,140 
77 5,840 
68 7,500 
83 2,990 
52 2,130 
82 4,030 
47 1,520 
80 4,170 
84 9,020 
63 3,800 
48 1,430 
77 5,520 
45 1,930 
78 5,230 
49 2,200 
80 62,710 
76 16,500 
56 3,190 
37 1,130 
62 3,360 
84 28,090 
vi) 3,380 
67 4,970 
78 10,360 
73 5,060 
57 2,220 
53 2,810 





Total 
State and House- TV Households 
County holds Yo No. 

Van Buren 3,600 59 2,130 
Wapello 15,200 44 6,630 
Warren 5,400 73 3,930 
Washington 6,300 54 3,370 
Wayne 3,800 41 1,560 
Webster 13,900 78 10,770 
Winnebago 3,900 63 2,460 
Winneshiek 6,200 32 1,970 
Woodbury 36,400 83 30,320 
Worth 3,300 67 2,200 
Wright 6,300 69 4,370 
Kansas 676,300 52 *354,040 
Allen 6,200 37 2,290 
Anderson 3,400 30 1,020 
Atchison 6,700 62 4,130 
Barber 2,900 52 1,510 
Barton 10,800 68 7,300 
Bourbon 6,700 44 2,940 
Brown 5,300 53 2,800 
Butler 11,800 60 7,100 
Chase 1,600 41 660 
Chautauqua 2,300 30 690 
Cherokee 8,500 42 3,530 
Cheyenne 1,700 — -= 
Clark 1,200 20 240 
Clay 3,900 32 1,230 
Cloud 5,200 26 1,330 
Coffey 3,100 42 1,290 
Comanche 1300 42 540 
Cowley 12,500 45 5,590 
Crawford 15,100 47 7,070 
Decatur 2,200 19 420 
Dickinson 7,000 29 2,020 
Doniphan 3,400 51 1,740 
Douglas 11,800 55 6,500 
Edwards 2,100 46 960 
Elk 2,000 37 750 
Ellis 5,400 35 1,870 
Ellsworth 3,000 47 1,400 
Finney 4,600 12 560 
Ford 6,500 25 1,620 
Franklin 6,600 55 3,610 
Geary 7,100 27 1,910 
Gove 1,000 21 210 
Graham 1,500 20 300 
Grant 1600 — _ 
Gray 1,400 19 270 
Greeley. 600 — —_ 
Greenwood 4,300 38 1,630 
Hamilton 1,000 — — 
Harper 3,500 51 1,800 
Harvey 7,300 54 3,960 
Haskell 700 =11 80 
Hodgeman 900 15 140 
Jackson 3,600 69 2,490 
Jefferson 3,700 56 2,070 
Jewell 3,000 16 480 
Johnson 33,400 71 23,650 
Kearny 1,000 — — 
Kingman 3,300 48 1,590 
Kiowa 1,500 50 750 
Labette 10,600 37 3,930 
Lane 1,000 29 290 
Leavenworth 11,000 79 8,700 
Lincoln 900 37 700 
Linn 3,400 53 1,820 
Logan 1,200 11 130 
on 8,000 41 3,260 
McPherson 8,100 47 3,830 
Marion 5,200 41 2,130 
Marshall 6,000 29 1,760 
Meade 1,600 13 200 
Miami 6,200 65 4,040 
Mitchell 3,200 35 1,130 
Montgomery 16,800 44 7,430 
Morris 2, 33 820 
Morton 13 120 
Nemaha 4,300 36 1,540 
Neosho 6,700 52 3,480 
Ness 2,100 42 870 
Norton 2,900 36 1,050 
Osage 4,400 58 2,530 
Osborne 2,600 34 880 
Ottawa 2,500 34 840 
Pawnee 3,000 64 1,910 
Phillips 3,500 40 1,380 
Pottawatomie 3,700 35 1,310 
Pratt 4,000 53 2,130 
Rawlins 1,600 — — 
Reno 8,800 67 12,500 
Republic 3,800 25 940 
Rice 5,100 65 3,290 
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Total 


State and House- 
County holds 
Riley 9,300 
Rooks 3,100 
Rush 2,200 
Russell 4,300 
Saline 13,100 
Scott 1,400 
Sedgwick 100,200 
Seward 3,500 
Shawnee 40,800 
Sheridan 1,100 
Sherman 2,200 
Smith 3,000 
Stafford 2,900 
Stanton 500 
Stevens 1,200 
Sumner 9,000 
Thomas 2,300 
Trego 1,700 
Wabaunsee 2,300 
Wallace 700 
Washington 4,200 
Wichita 700 
Wilson 5,000 
Woodson 2,200 
Wyandotte 57,600 
Kentucky 804,000 
Adair 4,100 
Allen 3,900 
Anderson 2,400 
Ballard 4,300 
Barren 8,400 
Bath 2,500 
Bell 10,000 
Boone 4,100 
Bourbon 5,000 
Boyd 13,900 
Boyle 5,400 
Bracken 2,400 
Breathitt 3,800 
Breckinridge 3,900 
Bullitt 3,200 
Butler 2,400 
Caldwell 3,900 
Calloway 6,000 
Campbell 24,300 
Carlisle 1,900 
Carroll 2,400 
Carter 4,900 
Casey 3,800 
Christian 10,800 
Clark 5,500 
Clay 4,100 
Clinton 2,400 
Crittenden 2,900 
Cumberland 2,300 
Daviess 16,700 
Edmonson 2,200 
Elliott 1,400 
Estill 3,300 
Fayette 30,200 
Fleming 3,100 
Floyd 10,300 
Franklin 7,600 
Fulton 3,700 
Gallatin 1,200 
Garrard 2,800 
Grant 2,700 
Graves 11,200 
Grayson 4,500 
Green 3,200 
Greenup 6,000 
Hancock 1,600 
Hardin 11,400 
Harlan 15,300 
Harrison 4,000 
Hart 4,000 
Henderson 9,800 
Henry 3,300 
Hickman 2,200 
Hopkins 11,100 
Jackson 2,800 
Jefferson 155,000 
Jessamine 3,500 
Johnson 5,500 
Kenton 34,600 
Knott 3,600 
Knox 6,600 
Larue 2,600 
Laurel 6,000 
Lawrence 3,200 
Lee 1,800 
Leslie 3,000 
Letcher 7,900 


« 


TV Households 
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State and 
County 
Lew 
Lincoln 
Livingston 


Logan 
Lyon 
McCracken 
McCreary 
McLean 


Madison 
Magoffin 
Marion 
Marshall 
Martin 


Mason 
Meade 
Menifee 
Mercer 
Metcalfe 


Monroe 
Montgomery 
Morgan 
Muhlenberg 
Nelson 


Nicholas 
Ohio 
Oldham 
Owen 
Owsley 


Pendleton 
Perry 
Pike 
Powell 
Pulaski 


Robertson 
Rockcastle 
Rowan 
Russell 
Scott 


Shelby 
Simpson 
Spencer 
Taylor 
Todd 


Trigg 
Trimble 
Union 
Warren 
Washington 


Wayne 
Webster 


Louisiana 


Acadia 
Allen 
Ascension 
Assumption 
Avoyelles 


Beauregard 
Bienville 
Bossier 
Caddo 
Calcasieu 


Caldwell 
Cameron 
Catahoula 
Claiborne 
Concordia 


De Soto 

E Baton 
Rouge 

East Carroll 

E Feliciana 

Evangeline 


Franklin 
Grant 
Iberia 
Iberville 
Jackson 


Jefferson 
Jefferson 
Davis 
Lafayette 
Lafourche 
La Salle 
Lincoln 
Livingston 
Madison 
Morehouse 
Natchitoches 


Orleans 
Quachita 


Total 
House- 
s 


27,800 
3,500 
2,700 


3,100 
3,800 
4,500 
7,100 
1,500 
3,200 
791,900 


58,700 
4,000 
3,300 
8,700 


7,100 
3,500 
11,000 
7,100 
3,700 


42,200 


7,200 
17,100 
11,000 

3,800 

6,700 

5,500 

4,500 

8,800 

9,300 


178,000 
24,100 


TV Households 
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6,180 
1,400 
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1,910 
3,100 
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State and 
Count Is 
Plaquemines 3,600 
Pointe 

Coupee 5,300 
Rapides 27,600 
Red River 2,800 
Richland 6,500 
Sabine 5,200 
St. Bernard 3,500 
St. Charles 3,500 
St. Helena 2,400 
St. James 3,500 
St. John 

Baptist 3,400 
St. Landry 19,800 
St. Martin 6,100 
St. Mary 10,000 
St. Tammany 7,900 
Tangipahoa 15,500 
Tensas 3,300 
Terrebonne 11,500 
Union 4,800 
Vermilion 10,000 
Vernon 5,900 
Washington 10,700 
Webster 9,900 
W. Baton 

Rouge 3,200 
West Carroll 3,800 
W. Feliciana 1,600 
Winn 4,400 
Maine 262,800 


Androscoggin 24,700 
Aroostook 24,400 


Cumberland 51,400 
Franklin 5,800 
Hancock 10,100 
Kennebec 23,700 
Knox 8,700 
Lincoln 5,400 
Oxford 12,200 
Penobscot 29,600 
Piscataquis 5,300 
Sagadahoc 6,300 
Somerset 11,300 
Waldo 6,300 
Washington 9,900 
York 27,700 
Maryland 716,700 
Allegany 26,100 
Anne 

Arundel 35,200 
Baltimore 365,700 
Calvert 3,200 
Caroline 5,500 
Carroll 11,800 
Cecil 9,500 
Charles 6,100 
Dorchester 8,000 
Frederick 18,300 
Garrett 5,200 
Harford 16,500 
Howard 6,900 
Kent 4,000 
Montgomery 57,900 
Prince 

Georges 68,600 


Queen Annes 4,200 
St. Marys 8,500 


Somerset 5,900 
Talbot 6,100 
Washington 23,600 
Wicomico 12,500 
Worcester 7,400 
Mass. 1,472,400 
Barnstable 17,300 
Berkshire 42,100 
Bristol 123,100 
Dukes 1,800 
Essex 169,500 
Franklin 17,600 
Hampden 118,400 
Hampshire 25,100 
Middlesex 324,600 
Nantucket 1,100 
Norfolk 126,900 


Plymouth 64,300 


Suffolk 270,400 
Worcester 170,200 
Michigan 2,096,200 
Alcona 1,600 
Alger 2,900 


© 
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Total 
House- TV Households 


No. 
2,060 


1,550 
12,750 


970 
3,780 
740 
2,170 
2,190 


530 
1,950 


1,650 
4,360 
980 


53,300 
3,150 
5,500 
2,120 
4,590 


16,070 
7,640 
2,650 

1,191,590 
13,290 
34,480 

100,820 


138,480 
10,960 
94.130 
16,920 


266 500 
780 


| 





Total 

State and House 

| County holds 
| Allegan 15,700 
| Alpena 6,700 
| Antrim 3,500 
Arenac 2,900 
Baraga 2,300 
Barry 9,100 
Bay 28,200 
Benzie 2,500 
Berrien 42,700 
Branch 10,000 
Calhoun 40,500 
Cass 10,500 
Charlevoix 4,000 
Cheboygan 3,900 
Chippewa 8,700 
Clare 34,000 
Clinton 9,700 
Crawford 1,300 
Delta 9,500 
Dickinson 7,700 
Eaton 13,700 
Emmet 4,900 
Genesee 92,600 
Gladwin 2,500 
Gogebic 8,100 

Grand 

Traverse 8,600 
Gratiot 10,300 
Hillsdale 11,900 
Houghton 11,500 
Huron 9,600 
Ingham 59,400 
Ionia 11,500 
Iosco 3,800 
Iron 5,600 
Isabella 8,200 
Jackson 35,400 
Kalamazoo 43,700 
Kalkaska 1,400 
Kent 99,700 
Keweenaw 700 
Lake 1,800 
Lapeer 10,100 
Leelanau 2,500 
Lenawee 22,000 
Livingston 9,100 
Luce 1,600 
Mackinac 2,600 
Macomb 68,700 
Manistee 6,400 
Marquette 14,900 
Mason 6,600 
Mecosta 5,800 
Menominee 7,600 
Midland 11,700 
Missaukee 2,100 
Monroe 25,400 
Montcalm 10,700 
Montmorency 1,200 
Muskegon 41,800 
Newaygo 7,100 
Oakland 146,700 
Oceana 5,200 
Ogemaw 2,700 
Ontonagon 3,000 
Osceola 4,200 
Oscoda 1,000 
Otsego 1,700 
Ottawa 24,800 
Presque Isle 3,000 
Roscommon 2,500 
Saginaw 49,200 
St. Clair 30,800 
St. Joseph 12,300 
Sanilac 9,400 
Schoolcraft 2,500 
Shiawassee 15,100 
Tuscola 11,700 
Van Buren 14,100 
| Washtenaw 41,400 
| Wayne 778,900 
Wexford 5,900 
Minnesota 912,900 
Aitkin 3,900 
Anoka 12,100 
Becker 6,700 
Beltrami 7,100 
Benton 4,100 
Big Stone 2,500 
Blue Earth 11,500 
Brown 7,600 
Carlton 6,800 
| Carver 5.200 


TV Households 
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State and 
County holds 
Cass A 
Chippewa 4,900 
Chisago 3,900 
Clay 9,600 
Clearwater 2,600 
Cook 900 
Cottonwood 4,700 
Crow Wing 9,500 
Dakota 14,900 
Dodge 3,600 
Douglas 6,400 
Faribault 7,100 
Fillmore 7,300 
Freeborn 10,500 
Goodhue 9,700 
Grant 2,700 
Hennepin 225,300 
Houston 4,200 
Hubbard 3,300 
Isanti 3,100 
Itasca 11,500 
Jackson 4,700 
Kanabec 2,700 
Kandiyohi 8,100 
Kittson 2,500 
Koochiching 5,000 
Lac Qui Parle 3,900 
Lake 3,100 
Lake of 

Woods 1,200 
Le Sueur 5,800 
Lincoln 3,000 
Lyon 6,600 
McLeod 6,800 
Mahnomen 1,500 
Marshall 4,200 
Martin 7,600 
Meeker 5,400 
Mille Lacs 4,400 
Morrison 6,700 
Mower 12,700 
Murray 4,000 
Nicollet 5,400 
Nobles 6,500 
Norman 3,500 
Olmsted 14,000 
Otter Tail 13,700 
Pennington 3,700 
Pine 4,900 
Pipestone 4,000 
Polk 10,000 
Pope 3,500 
Ramsey 117,700 
Red Lake 1,600 
Redwood 6,400 
Renville 6,800 
Rice 9,400 
Rock 3,400 
Roseau 3,900 
St. Louis 67,500 
Scott 4,500 
Sherburne 2,700 
Sibley 4,300 
Stearns 17,800 
Steele 6,600 
Stevens 3,000 
Swift 4,600 
Todd 6,800 
Traverse 2,300 
Wabasha 4,900 
Wadena 3,500 
Waseca 4,800 
Washington 11,100 
Watonwan 4,100 
Wilkin 2,700 
Winona 12,000 
Wright 7,900 
Yellow 

Medicine 4,700 
Mississippi559,900 
Adams 9,300 
Alcorn 7,400 
Amite 4,200 
Attala 6,100 
Benton 2,100 
Bolivar 15,800 
Calhoun 4,200 
Carroll 3,200 
Chickasaw 4,400 
Choctaw 2,500 
Claiborne 2,700 
Clarke 4,600 
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Total 
House- TV Households 


NO. 


2,440 
3,240 
2,350 


4,080 
260 


620 
*158,810 
2,070 
2,160 
890 
1,560 
470 
2,320 
670 
320 
700 


720 
990 


Television Age 





Total 
State and 
County holds 
Clay 4,100 
Coahoma 14,300 
Copiah 7,300 
| Covington 3,500 
De Soto 5,600 
Forrest 13,700 
Franklin 2,600 
George 2,500 
Greene 1,900 
Grenada 4,700 
Hancock 3,000 
Harrison 30,400 
Hinds 43,000 
Holmes 7,400 
Humphreys 5,100 
Issaquena 1,200 
Itawamba 4,100 
Jackson 10,500 
Jasper 4,200 
Jefferson 2,€00 
Jefferson 
Davis 3,600 
Jones 16,500 
Kemper 3,100 
Lafayette 5,200 
Lamar 3,400 
Lauderdale 18,900 
Lawrence 2,800 
Leake 4,900 
Lee 10,300 
Lefiore 12,700 
Lincoln 7,300 
Lowndes 10,100 
Madison 7,400 
Marion 6,100 
Marshall 5,500 
Monroe 9,400 
Montgomery 3,500 
Neshoba 6,100 
Newton 5,500 
Noxubee 4,100 
Oktibbeha 6,100 
Panola 7,200 
Pearl River 5,600 
Perry 2,300 
Pike 9,000 
Pontotoc 4,900 
Prentiss 4,900 
Quitman 6,100 
Rankin 5,900 
Scott 5,200 
Sharkey 2,800 
Simpson 5,200 
Smith 3,600 
Stone 1,500 
Sunflower 12,700 
Tallahatchie 7,000 
Tate 4,200 
Tippah 4,100 
Tishomingo 3,900 
Tunica 5,300 
Union 5,400 
Walthall 3,300 
Warren 12,000 
Washington 20,300 
Wayne 3,700 
Webster 2,600 
Wilkinson 3,100 
Winston 5,200 
Yalobusha 3,600 
Yazoo 8,600 
Missouri 1,330,000 
Adair 6,800 
Andrew 4,000 
Atchison 3,500 
Audrain 8,500 
Barry 6,800 
Barton 4,400 
Bates 6,300 
Benton 2,600 
Bollinger 3,200 
Boone 14,300 
Buchanan 32,200 
Butler 11,900 
Caldwell 3,600 
Callaway 6,600 
Camden 2,500 
Cape 
Girardeau 12,200 
Carroll 5,200 
Carter 1,400 
Cass 6,700 


Go 


19 
30 


31 


House- TV Households 
y No. 


2,670 
2,200 


720 


1,250 
1,700 
1,150 


2,020 
1,600 
600 
4,240 
2,920 
510 


930 

670 
1,750 
885,130 


2,800 
2,390 
1,510 
4,170 
2,520 


2,040 
3,350 


6,740 


22,090 
3,930 


280 
3,970 


| 





State and 

County 

Cedar 3,800 
Chariton 4,900 
Christian 4,000 
Clark 3,000 
Clay 19,500 
Clinton 4,000 
Cole 10,200 
Cooper 5,300 
Crawford 3,600 
Dade 3,100 
Dallas 3,300 
Daviess 3,800 
De Kalb 3,000 
Dent 3,400 
Douglas 3,700 
Dunklin 13,200 
Franklin 11,900 
Gasconade 4,200 
Gentry 3,500 
Greene 37,600 
Grundy 4,600 
Harrison 4,500 
Henry 6,900 
Hickory 1,800 
Holt 3,200 
Howard 3,700 
Howell 7,400 
Iron 2,500 
Jackson 198,200 
Jasper 28,500 
Jefferson 12,900 
Johnson 7,700 
Knox 2,600 
Laclede 6,300 
Lafayette 8,100 
Lawrence 7,900 
Lewis 3,600 
Lincoln 5,000 
Linn 6,700 
Livingston 5,500 
McDonald 4,400 
Macon 6,300 
Madison 3,200 
Maries 2,100 
Marion 10,200 
Mercer 2,500 
Miller 4,300 
Mississippi 6,300 
Moniteau 3,600 
Monroe 3,900 
Montgomery 4,000 
Morgan 3,200 
New Madrid 10,700 
Newton 100 
Nodaway 7,700 
Oregon 900 
Osage 3,100 
Ozark 2,400 
Pemiscot 12,700 
Perry 4,300 
Pettis 11,800 
Phelps 7,200 
Pike 6,000 
Platte 5,200 
Polk 5,300 
Pulaski 3,400 
Putnam 3,000 
Ralls 2,600 
Randolph 8,200 
Ray 5,600 
Reynolds 1,600 
Ripley 3,600 
St. Charles 9,700 
St. Clair 3,500 
St. Francois 10,800 
St. Louis 430,200 
Ste. 

Genevieve 3,200 
Saline 8,600 
Schuyler 1,800 
Scotland 2,500 
Scott 10,200 
Shannon 2,200 
Shelby 3,700 
Stoddard 9,700 
Stone 2,900 
Sullivan 3,600 
Taney 3,100 
Texas 6,000 
Vernon 7,100 
Warren 2,500 
Washington 4,200 

| Wayne 2,900 


Total 
House- TV 
holds 
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Households 
( No. 


1,060 


1,770 
1,660 
1,580 
15,390 
2,480 
6,510 
2,8 
140 
1,080 
1,240 


2,190 
1,520 
1,140 
1,100 
4,690 


6,820 

2,160 

1,880 

27,070 
2 


s 


sheee 


guesses 





Total 
State and House- 
County holds 
| Webster 4,700 

Worth 1,600 
Wright 5,000 
Montana 199,600 
Beaverhead 2,500 
Big Horn 2,500 
Blaine 2,500 
Broadwater 900 
Carbon 3,300 
Carter 600 
Cascade 19,400 
Chouteau 2,400 
Custer 4,700 
Daniels 1,000 
Dawson 3,000 
Deer Lodge 4,900 
Fallon 1,000 
Fergus 5,000 
Flathead 0,800 
Gallatin 7,100 
Garfield 700 
Glacier 2,900 
Golden 

Valley 400 
Granite 1,000 
Hill 4,600 
Jefferson 1,000 
Judith Basin 900 
Lake 4,200 
Lewis and 

Clark 8,800 
Liberty 400 
Lincoln 3,100 
McCone 1,900 
Madison 1,400 
Meagher 800 
Mineral 
Missoula 12,200 
Musselshell 1,900 
Park 4,100 
Petroleum 300 
Phillips 2,100 
Pondera 1,800 
Powder River 1,000 
Powell 1,800 
Prairie 800 
Ravalli 4,200 
Richland 3,200 
Rooseveit 3,000 
Rosebud 1,800 
Sanders 2,500 
Sheridan 1,800 
Silver Bow 18,700 
Stillwater 1,600 
Sweet Grass. 1,100 
Teton 2,400 
Toole 2,100 
Treasure 400 
Valley 3,200 
Wheatland 1,100 
Wibaux 400 
Yellowstone 21,800 
Nebraska 430,700 
Adams 9,400 
Antelope 3,600 
Arthur 200 
Banner 400 
Blaine 300 
Boone 3,300 
Box Butte 4,200 
Boyd 1,400 
Brown 1,400 
Buffalo 8,500 
Burt 3,500 
Butler 3,800 
Cass 5,400 
Cedar 3,800 
Chase 1,600 
Cherry 2,500 
Cheyenne 4,300 
Clay 3,000 
Cuming 3,900 
Colfax 3,400 
Custer 5,900 
Dakota 3,200 
Dawes 3,000 
Dawson 6,700 
Deuel 1,000 
Dixon 2,900 
Dodge 9,600 
Douglas 94,700 
Dundy 1,200 


TV Households 
Ye No. 
36 1,700 
51 810 
36 1,810 
26 *51,060 
13 340 
18 460 
15 140 
23 760 
44 8,590 
26 620 
17 840 
15 770 
27 2,960 
12 840 
22 90 
15 150 
18 180 
28 250 
18 740 
18 1,620 
63 250 
19 600 
17 240 
13 100 
17 100 
25 3,010 
26 490 
12 480 
17 50 
26 460 
13 230 
23 970 
10 250 
52 9,710 
46 730 
32 760 
21 440 
23 90 
ll 120 
48 10,510 
59 *252,490 
65 6,070 
26 940 
21 80 
21 60 
35 1,160 
18 250 
57 4,880 
80 2,800 
52 1,990 
82 4,400 
73 2,780 
53 1,590 
59 2,290 
70 2,370 
30 1,790 
76 2,420 
54 3,640 
5 2,190 
89 8,520 
85 80,780 
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Total 
State and House- 
County holds 
Fillmore 3,200 
Franklin 2,400 
Frontier 1,300 
Furnas 3,300 
Gage 8,800 
Garden 1,100 
Garfield 900 
Gosper 700 
Grant 200 
Greeley 1,500 
Hall 11,100 
Hamilton 3,000 
Harlan 2,300 
Hayes 800 
Hitchcock 1,900 
Holt 4,300 
Hooker 300 
Howard 2,200 
Jefferson 4,300 
Johnson 2,400 
Kearney 2,100 
Keith 2,400 
Keya Paha 400 
Kimball 1,300 
Knox 4,400 
Lancaster 41,500 
Lincoln 9,100 
Logan 400 
Loup 400 
McPherson 200 
Madison 780 
Merrick 3,000 
Morrill 2,300 
Nance 1,900 
Nemaha 3,300 
Nuckolls 2,700 
Otoe 5,400 
Pawnee 2,100 
Perkins 1,400 
Phelps 3,100 
Pierce 3,000 
Platte 6,000 
Polk 2,500 
Red Willow 4,300 
Richardson 5,600 
Rock 900 
Saline 4,800 
Sarpy 5,200 
Saunders 5,500 
Scotts Bluff 11,000 
Seward 4,100 
Sheridan 3,000 
Sherman 1,700 
Sioux 900 
Stanton 1,900 
Thayer 3,500 
Thomas 400 
Thurston 2,500 
Valley 2,300 
Washington 3,700 
Wayne 3,000 
Webster 2,400 
Wheeler 500 
York 4,700 
Nevada 67,700 
Churchill 1,800 
Clark 27,000 
Douglas 500 
Elko 3,700 
Esmeralda 200 
Eureka 300 
Humboldt 1,300 
Lander 400 
Lincoln 900 
Lyon 900 
Mineral 3,000 
Nye 900 
Ormsby 1,200 
Pershing 1,100 
Storey 300 
Washoe 20,600 
White Pine 3,600 
N. H. 161,300 
Belknap 8,200 
Carroll 4,900 
Cheshire 11,300 
Coos 10,700 
Grafton 13,600 
Hillsborough 49,200 
Merrimack 18,100 





TV Households 
No 
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1,630 
1,310 

330 
1,780 
5,320 


310 


6,680 


36,310 
12,220 





Total 

State and House- 
Count: ho. 
Rockingham 22,300 
Strafford 15,200 
Sullivan 7,800 
N. J. 1,626,500 
Atlantic 44,900 
Bergen 207,600 
Burlington 41,700 
Camden 800 
Cape May 13,700 
Cumberland 30,300 
Essex 292,800 
Gloucester 32,100 
Hudson 206,400 
Hunterdon 14,500 
Mercer 70,300 
Middlesex 87,300 
Monmouth 80,300 
Morris 54,300 
Ocean 22,800 
Passaic 114,900 
Salem 16,700 
Somerset 32,700 
Sussex 11,500 
Union 133,700 
Warren 18,200 
N. Mex. 207,200 
Bernalillo 52,100 
Catron 700 
Chaves 14,100 
Colfax 4,000 
Curry 8,100 
De Baca 1,000 
Donna Ana __11,000 
Eddy 14,500 
Grant 6,100 
Guadalupe 1,500 
Harding 500 
Hidalgo 1,600 
Lea 12,500 
Lincoln 1,800 
Los Alamos 3,800 
Luna 2,800 
McKinley 6,500 
Mora 2,100 
Otero 5,100 
Quay 4,300 
Rio Arriba 5,800 
Roosevelt 4,900 
Sandoval 2,400 
San Juan 5,800 
San Miguel 6,000 
Santa Fe 10,400 
Sierra 2,500 
Socorro 2,500 
Taos 3,600 
Torrance 1,800 
Union 2,100 
Valencia 5,300 
me 4 4,888,400 
Albany 80,900 
Allegany 13,600 
Bronx 462,400 
Broome 59,300 
Cattaraugus 24,500 
Cayuga 21,700 
Chautauqua 47,200 
Chemung 29,400 
Chenango 12,500 
Clinton 13,300 
Columbia 14,100 
Cortland 11,800 
Delaware 14,000 
Dutchess 37,700 
Erie 287,300 
Essex 10,500 
Franklin 12,800 
Fulton 17,700 
Genesee 14,700 
Greene 9,100 
Hamilton 1,300 
Herkimer 19,600 
Jefferson 26,900 
Kings 840,400 
Lewis 6,500 
Livingston 11,100 
Madison 14,600 
Monroe 163,500 
Montgomery 19,300 
Nassau 306,300 
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TV Households 
No. 


17,730 
10,090 
5,260 


1,346,390 
38,030 
166,080 
34,940 
84,130 
10,930 


24,970 
243,020 


171,520 
12,150 


58,910 
71,500 
67,130 
45,450 
18,810 


94,790 
14,010 


9.210 
113.110 
14,560 
*78,020 
32,090 
120 


6,430 


1,680 


400 
5,980 
6,120 
1,960 

570 


270 
2,460 


1,260 
1,270 


1,670 
810 


1,240 
640 
730 


959 


4,160 
640 
720 
620 
690 


270 
2,520 


3,949,570 


66,580 
8,400 
367,610 
47,910 
20,430 


17,770 
36,110 
18,610 

230 





Total 
State and House- 
C. County, holds 
ork 668,100 
Niagara 62,300 
Oneida 69,200 
Onondaga 113,000 
Ontario 18,300 
Orange 47,600 
Orleans 9,600 
Oswego 24,000 
Otsego 17,000 
Putnam 6,900 
Queens 535,600 
Rensselaer 42,900 
Richmond 57,300 
Rockland 25,100 
St. Lawrence 27,900 
Saratoga 24,500 
Schenectady 49,800 
Schoharie 7,300 
Schuyler 4,600 
Seneca 7,300 
Steuben 28,500 
Suffolk 104,100 
Sullivan 13,400 
Tioga 9,800 
Tompkins 18,700 
Ulster 30,500 
Warren 12,900 
Washington 13,900 
Wayne 18,300 
Westchester 200,900 
Wyoming 9,300 
Yates 5,800 
No. Car. 1,027,600 
Alamance 19,700 
Alexander 3,400 
Alleghany 2,100 
Anson 6,000 
Ashe 5,000 
Avery 3,000 
Beaufort 8,800 
Bertie 5,900 
Bladen 6,600 
Brunswick 4,400 
Buncombe 34,000 
Burke 11,200 
Cabarrus 16,700 
Caldwell 10,900 
Camden 1,400 
Carteret 6,500 
Caswell 4,300 
Catawba 17,000 
Chatham 6,100 
Cherokee 4,200 
Chowan 2,800 
Clay 1,300 
Cleveland 15,900 
Columbus 11,700 
Craven 13,000 
Cumberland 23,700 
Currituck 1,800 
Dare 1,300 
Davidson 17,000 
Davie 3,800 
Duplin 9,400 
Durham 27,900 
Edgecombe 11,500 
Forsyth 43,500 
Franklin 6,900 
Gaston 30,300 
Gates 2,300 
Graham 1,700 
Granville 6,800 
Greene 3,600 
Guilford 54,200 
Halifax 12,500 
Harnett 11,300 
Haywood 9,600 
Henderson 9,000 
Hertford 4,700 
Hoke 3,200 
Hyde 1,400 
Iredell 14,600 
Jackson 4,300 
Johnston 15,400 
Jones 2,400 
Lee 6,100 
Lenoir 11,000 
Lincoln 6,800 
McDowell 6,500 
Macon 3,800 
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Total 
State and House 
County holds 
Madison 4,300 
Martin 6,000 
Mecklenburg 57,800 
Mitchell 3,400 
Montgomery 4,200 
Moore 8,100 
Nash 13,700 


New Hanover 19,500 
Northampton 5,900 


Onslow 10,300 
Orange 8,500 
Pamlico 2,400 
Pasquotank 6,700 
Pender 4,200 
Perquimans 2,400 
Person 5,200 
Pitt 14,300 
Polk 3,000 
Randolph 13,600 
Richmond 9,900 
Robeson 19,500 
Rockingham 17,100 
Rowan 20,600 
Rutherford 11,400 
Sampson 11,300 
Scotland 6,100 
Stanly 10,300 
Stokes 4,800 
Sury 11,500 
Swain 2,300 
Transylvania 3,800 
Tyrrell 1,200 
Union 10,200 
Vance 7,600 
Wake 36,800 
Warren 4,900 
Washington 2,900 
Watauga 4,100 
Wayne 15,300 
Wilkes 10,700 
Wilson 12,600 
Yadkin 5,500 
Yancey 3,500 
No. Dak. 167,800 
Adams 1,200 
Barnes 4,400 
Benson 2,400 
Billings 500 
Bottineau 3,100 
Bowman 1,000 
Burke 1,800 
Burleigh 8,000 
Cass 18,200 
Cavalier 2,700 
Dickey 2,500 
Divide 1,400 
Dunn 1,600 
Eddy 1,200 
Emmons * 2,100 
Foster 1,500 


Golden Valley 900 
Grand Forks 11,800 


Grant 1,600 
Griggs 1,300 
Hettinger 1,800 
Kidder 1,500 
La Moure 2,400 
Logan 1,300 
McHenry 3,200 
McIntosh 1,700 
McKenzie 1,800 
McLean 5,300 
Mercer 2,100 
Morton 5,300 
Mountrail 2,500 
Nelson 1,800 
Oliver 500 
Pembina 3,600 
Pierce 2,100 
Ramsey 3,500 
Ransom 2,300 
Renville 1,500 
Richland 5,200 
Rolette 2,300 
Sargent 1,800 
Sheridan 1,200 
Sioux 600 
Slope 500 
Stark 4,100 
Steele 1,200 


TV Households 
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51 
52 
40 
33 
47 


38 
37 
52 
21 
56 


24 
56 
57 
71 
63 
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State and 
County 
Stutsman 
Towner 

. Traill 
Walsh 


Ward 
Wells 
Williams 


















































Adams 
Allen 
Ashland 
Ashtabula 
Athens 


Auglaize 
Belmont 
Brown 
Butler 
Carroll 





Champaign 
Clark 
Clermont 
Clinton 
Columbiana 


Coshocton 
Crawford 
Cuyahoga 
Darke 
Defiance 


Delaware 












































Fayette 
Franklin 


Fulton 
Gallia 
Geauga 
Greene 
Guernsey 



























































Hamilton 
Hancock 
Hardin 
Harrison 
Henry 


Highland 
Hocking 
Holmes 
Huron 
Jackson 































































































Jefferson 
Knox 
Lake 
Lawrence 
Licking 
Logan 
Lorain 
Lucas 
Madison 
Mahoning 


Marion 
Medina 
Meigs 
Mercer 
Miami 


















































Monroe 
Montgomery 
Morgan 
Morrow 
Muskingum 


Noble 
Ottawa 
Paulding 
Perry 
Pickaway 
Pike 
Portage 
Preble 
Putnam 
Richland 


Ross 
Sandusky 
Scioto 
Seneca 
Shelby 


Stark 
Summit 
Trumbull 
Tuscarawas 
Union 


Van Wert 
Vinton 


Ohio 2, 


Total 


House- 


holds 
6,700 
1,400 
3,000 
4,700 


10,400 
2,600 
8,700 


610,100 


6,700 
29,400 
11,100 
26,300 
12,600 


10,100 
27,000 
7,300 
47,800 
5,800 


8,800 
37,200 
13,500 

8,600 
32,400 


10,400 


8,600 


6,700 
20,200 
8,900 
7,700 
30,300 


16,500 
15,900 
29,700 
17,000 

9,000 


92,100 
136,500 
50,600 
23,000 
6,700 


9,200 
2,900 


TV Households 
No. 


/O 
37 
11 
61 
21 
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2,510 

160 
1,830 
1,000 


5,210 
760 


2,149,070 


4,490 
20,110 
8,770 


17,470 


2,700 
117,600 
2,550 
4,070 
15,510 


2,190 
7,500 
3,010 
6,840 
6,380 


4,700 
16,690 
7,200 
5,630 
24,300 


12,890 
11,290 
21,440 
13,670 

6,630 


77,640 
118,210 
42,960 
18,610 
5,150 


6,500 
2,100 





Total 
State and House- 
County holds 
Warren 12,500 
Washington 14,400 
Wayne 18,200 
Williams 9,000 
Wood 18,700 
Wyandot 6,500 
Oklahoma 663,900 
Adair 3,700 
Alfalfa 3,000 
Atoka 3,300 
Beaver 2,100 
Beckham 6,900 
Blaine 4,100 
Bryan 7,400 
Caddo 9,500 
Canadian 7,300 
Carter 12,100 
Cherokee 4,600 
Choctaw 4,800 
Cimarron 1,400 
Cleveland 11,100 
Coal 1,700 
Comanche 18,000 
Cotton 2,600 
Craig 4,500 
Creek 11,800 
Custer 6,100 
Delaware 3,800 
Dewey 2,400 
Ellis 2,300 
Garfield 17,200 
Garvin 8,300 
Grady 9,800 
Grant 2,800 
Greer 3,100 
Harmon 2,200 
Harper 1,800 
Haskell 3,000 
Hughes 5,200 
Jackson 6,100 
Jefferson 2,800 
Johnston 2,500 
Kay 15,800 
Kingfisher 3,700 
Kiowa 5,400 
Latimer 2,400 
Le Flore 8,700 
Lincoln 6,000 
Logan 6,600 
Love 1,800 
McClain 3,800 
McCurtain 7,500 
McIntosh 4,100 
Major 3,000 
Marshall 2,200 
Mayes 5,300 
Murray 3,000 
Muskogee 19,100 
Noble 3,500 
Nowata 3,600 
Okfuskee 4,100 
Oklahoma 115,300 
Okmulgee 12,300 
Osage 9,300 
Ottawa 9,300 
Pawnee 3,800 
Payne 13,400 
Pittsburg 10,700 
Pontotoc 8,300 
Pottawatomie 12,400 
Pushmataha 2,900 
Roger Mills 2,000 
Rogers 5,500 
Seminole 9,900 
Sequoyah 4,700 
Stephens 11,500 
Texas 4,700 
Tillman 4,700 
Tulsa 86,500 
Wagoner 4,100 
Washington 10,600 
Washita 4,600 
Woods 4,500 
Woodward 4,000 
Oregon 535,600 
Baker 5,000 
Benton 10,200 
Clackamas 29,600 
Clatsop 10,900 


57 
74 


77 
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TV Households 
No. 


9,810 
8,180 
13,400 


6,970 
15,840 
5,150 


*385,250 


910 
1,530 
830 


1,090 


2,700 
1,780 
5,390 


4.990 


1,310 


1,410 
970 


8,750 


1,290 


6.470 
600 
2,400 
69,460 
6.640 
2,170 


1,200 
620 


*240,760 
1,610 


,280 
14,470 
3,610 





State and 
County 
Columbia 7,000 
Coos 17,300 
Crook 2,600 
Curry 2,700 
Deschutes 6,700 
Douglas 21,100 
Gilliam 1,000 
Grant 2,600 
Harney 2,000 
Hood River 3,800 
Jackson 22,100 
Jefferson 2,100 
Josephine 10,100 
Klamath 13,000 
Lake 2,000 
Lane 46,400 
Lincoln 7,900 
Linn 19,400 
Malheur 6,300. 
Marion 31,900 
Morrow 1,400 
Multnomah 171,200 
Polk 7,800 
Sherman 700 
Tillamook 7,000 
Umatilla 15,300 
Union 5,800 
Wallowa 2,100 
Wasco 6,400 
Washington 22,700 
Wheeler 1,100 
Yamhill 10,400 
Penna. 3,161,900 
Adams 13,000 
Allegheny 456,100 
Armstrong 23,600 
Beaver 51,900 
Bedford 11,300 
Berks 78,000 
Blair 41,100 
Bradford 15,700 
Bucks 67,800 
Butler 28,800 
Cambria 57,000 
Cameron 1,900 
Carbon 16,100 
Centre 17,300 
Chester 44,500 
Clarion 10,600 
Clearfield 23,700 
Clinton 10,700 
Columbia 15,900 
Crawford 24,000 
Cumberland 30,800 
Dauphin 62,800 
Delaware 134,200 
Elk 9,700 
Erie 69,400 
Fayette 52,600 
Forest é 
Franklin 22,900 
Fulton 2,900 
Greene 12,500 
Huntingdon 11,400 
Indiana 21,200 
Jefferson 14,200 
Juaniata 4,400 
Lackawanna 73,600 
Lancaster 70,600 
Lawrence 31,700 
Lebanon 26,500 
Lehigh 59,900 
Luzerne 107,100 
Lycoming 32,000 
McKean 17,100 
Mercer 33,800 
Mifflin 12,700 
Monroe 10,600 
Montgomery 107,300 
Montour 3,700 
Northampton 54,600 
Northumber- 

land 33,700 
Perry 7,400 
Philadelphia 637,500 
Pike 5 
Potter 4,800 
Schuylkill 56,400 
Snyder 6,400 
Somerset 22,800 


Total 
House- TV Households 
ds % No. 


12 
18 
13 
16 


2,360 
2;150 
480 


870 
3,400 


190 


580 
10,410 





Total 
State and sous TV fonsgeette 


County holds % 
Sullivan 1,700 
Susquehanna 9,000 76 
Tioga 10,700 55 
Union 6,100 47 
Venango 18,800 58 
Warren 12,300 58 
Washington 61,500 81 
Wayne 8,000 62 
Westmore- 

land 91,500 82 
Wyoming 4,900 175 
York 64,800 81 
Rhode 
Island 246,600 83 
Bristol 8,800 81 
Kent 27,200 82 
Newport 17,900 83 
Providence 177,600 84 
Washington 15,100 74 
So. Car. 544,900 48 
Abbeville 5,500 60 
Aiken 23,800 36 
Allendale 3,200 43 
Anderson 23,200 47 
Bamberg 3,900 20 
Barnwell 6,500 26 
Beaufort 6,600 53 
Berkeley 6,700 50 
Calhoun 3,200 39 
Charleston 48,600 63 
Cherokee 8,300 55 
Chester 7,700 49 
Chesterfield 7,900 42 
Clarendon 6,500 21 
Colleton 7,000 36 
Darlington 11,900 38 
Dillon 6,600 47 
Dorchester 5,500 60 
Edgefield 3,600 56 
Fairfield 4,700 54 
Florence 19,600 53 
Georgetown 7,600 50 
Greenville 48,900 61 
Greenwood 10,700 51 
Hampton 4,300 41 
Horry 13,700 17 
Jasper 2,500 47 
Kershaw 7,300 55 
Lancaster 8,800 48 
Laurens 11,400 34 
Lee 4,600 48 
Lexington 12,100 45 
McCormick 2,100 44 
Marion 7,500 46 
Marlboro 7,000 37 
Newberry 8,000 40 
Oconee 9,100 30 
Orangeburg 15,900 37 
Pickens 10,000 33 
Richland 40,900 55 
Saluda 3,600 32 
Spartanburg 39,900 53 
Sumter 13,800 41 
Union 7,400 53 
Williamsburg 8,800 46 
York 18,500 48 
So Dak. 195,300 29 
Aurora 1,300 12 
Beadle 6,800 10 
Bennett 800 — 
Bon Homme 2,600 57 
Brookings 5,300 29 
Brown 10,400 16 
Brule 1,700 — 
Buffalo 400 — 
Butte 2,500 — 
Campbell 900 12 
Charles Mix 4,700 — 
Clark 2,500 — 
Clay 3,500 59 
Codington 6,100 19 
Corson 1,400 11 
Custer 1,600 13 
Davison 5,300 29 
Day 3,400 11 
Deuel 1,800 13 
Dewey 1,200 — 
Douglas 1,200 20 





0. 
920 
6,830 
5,890 
2,870 


10,850 
7,150 
50,000 
4,990 


74,940 


3,670 
52,620 


204,760 


7,170 
22,360 
14,890 

149,180 
11,160 


260,220 


3,310 
8,500 
1,370 
10,810 
780 


1,720 
3,470 
3,360 
1,250 
30,760 


4,550 
3,760 
3,350 
1,370 
2,550 


4,550 
3,080 
3,300 
2,010 
2,530 


10,430 
3,820 
29,580 
5,420 
1,750 


2,360 
1,180 
4,040 
4,220 
3,900 


2,210 
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Total 

State and House- TV Households 
County holds % No. 
Edmunds 1800 — _ 
Fall River 3,200 — = 
Faulk 1500 11 160 
Grant 2,700 ii 310 
Gregory 2500 — _ 
Haakon 70 CO — — 
Hamlin 2,100 23 490 
Hand 1,800 — — 
Hanson 1,300 31 400 
Harding 700 — _ 
Hughes 2400 — -- 
Hutchinson 3,300 40 1,320 
Hyde 70 — — 
Jackson 500 — _ 
Jerauld 1,200 26 310 
Jones 800 — _ 
Kingsbury 2,900 43 1,240 
Lake 3,100 61 1,900 
Lawrence 4300 — _ 
Lincoln 3,800 70 2,660 
Lyman 1,100 — — 
McCook 2,500 50 1,260 
McPherson 1,700 11 190 
Marshall 2,100 33 700 
Meade 3,200 — _ 
Mellette 800 — _ 
Miner 1,700 61 1,030 
Minnehaha 23,600 77 18,270 
Moody 2,500 48 1,200 
Pennington 17,300 16 2,730 
Perkins 1,800 12 220 
Potter 1,300 — _ 
Roberts 3,800 24 930 
Sanborn 1,400 17 240 
Shannon 1,100 — 
Spink 3,400 -- 
Stanley 400 — -- 
Sully 800 — a 
Todd 1,000 o~ 
Tripp 2400 — — 
Turner 3,500 66 2,320 
Union 3,300 82 2,710 
Walworth 2,200 — _- 
Washabaugh 20 — _ 
Yankton 4,300 58 2,490 
Ziebach 70 — — 
Tennessee 883,400 53 464,500 
Anderson 14,900 58 8,630 
Bedford 6,600 49 3,240 
Benton 2,900 29 850 
Bledsoe 1,700 36 610 
Blount 14,900 54 8,060 
Bradley 8,500 43 3,660 
Campbell 8,000 31 2,490 
Cannon 2,200 51 1,120 
Carroll 7,300 32 2,300 
Carter 10,700 48 5,180 
Cheatham 2,100 65 1,360 
Chester 2,700 41 1,090 
Claiborne 5,400 19 1,040 
Clay 2,000 33 660 
Cocke 5,100 26 1,330 
Coffee 6,900 52 3,620 
Crockett 4,100 42 1,700 
Cumberland 4,500 19 840 
Davidson 95,300 71 67,280 
Decatur 2,400 20 470 
De Kalb 2,600 41 1,080 
Dickson 5,000 56 2,780 
Dyer 8,800 49 4,350 
Fayette 5,800 55 3,220 
Fentress 3,200 19 600 
Franklin 6,100 24 1,480 
Gibson 13,700 34 4,620 
Giles 6,300 14 980 
Grainger 2,800 26 710 
Greene 10,300 24 2,510 
Grundy 2,800 33 910 
Hamblen 6,800 36 2,450 
Hamilton 60,200 55 33,410 
Hancock 1,900 23 430 
Hardeman 4,900 48 2,360 
Hardin 4,000 26 1,040 
Hawkins 7,300 23 1,680 
Haywood 5,900 52 3,040 
Henderson 4,100 28 1,140 
Henry 6,500 28 1,840 
Hickman 3,000 44 1,320 
Houston 1,200 41 500 
Humphreys 2,700 56 1,510 









Total 

State and House- TV Households 
County holds %o No. 

Jackson 2,500 36 900 
Jefferson 4,800 43 2,050 
Johnson 2,600 31 800 
Knox 63,600 58 37,080 
Lake 2,700 34 920 
Lauderdale 6,400 53 3,370 
Lawrence 7,000 25 1,750 
Lewis 1500 41 610 
Lincoln 6,400 21 1,350 
Loudon 6,100 48 2,920 
McMinn 8,100 34 2,730 
McNairy 5,000 39 1,960 
Macon 3,400 44 1,500 
Madison 17,000 46 7,820 
Marion 4,900 61 3,000 
Marshall 5,000 45 2,250 
Maury 10,700 40 4,250 
Meigs 1,300 29 380 
Monroe 5,500 48 2,620 
Montgomery 11,400 56 6,340 
Moore 1,200 14 170 
Morgan 3,100 27 840 
Obion 7,900 33 2,620 
Overton 3,900 22 840 
Perry 1,500 20 310 
Pickett 1,000 22 220 
Polk 3,000 44 1,310 
Putnam 7,800 41 3,200 
Rhea 3,800 40 1,520 
Roane 8,100 51 4,120 
Robertson 6,900 59 4,090 
Rutherford 10,900 63 6,820 
Scott 3,900 25 990 
Sequatchie 1,300 36 460 
Sevier 5,400 27 1,430 
Shelby 146,200 76 111,840 
Smith 3,600 43 1,550 
Stewart 1,900 49 940 
Sullivan 27,900 47 13,200 
Sumner 8,800 60 5,270 
Tipton 7,300 57 4,190 
Trousdale 1,600 40 650 
Unicoi 3,800 28 1,060 
Union 1,900 31 590 
Van Buren 800 621 170 
Warren 6,300 39 2,440 
Washington 15,300 55 8,480 
Wayne 3,200 12 390 
Weakley 7,500 27 2,060 
White 3,900 35 1,370 
Williamson 5,800 57 3,310 
Wilson 7,400 53 3,960 
Texas 2,392,700 56 *1,337,330 
Anderson 8,200 22 1,830 
Andrews 2,600 46 1,210 
Angelina 10,400 27 2,860 
Aransas 200 37 440 
Archer 1,900 51 970 
Armstrong 600 52 310 
Atascosa 4,700 54 2,530 
Austin 4,200 43 1,790 
Bailey 2,200 63 1,380 
Bandera 1,200 52 620 
Bastrop 5,200 38 1,990 
Baylor 2,200 40 880 
Bee 4,900 42 2,050 
Bexar 139,900 76 107,020 
Bell 22,800 53 12,130 
Blanco 1,300 42 540 
Borden 200 +58 120 
Bosque 3,200 40 1,280 
Bowie 19,300 46 8,860 
Brazoria 16,100 63 10,190 
Brazos 11,000 30 3,300 
Brewster 1,900 — _ 
Briscoe 900 39 350 
Brooks 2,700 17 460 
Brown 8,600 33 2,820 
Burleson 3.200 32 1,030 
Burnet 2,800 38 1,070 
Caldwell 4,800 49 2,330 
Calhoun 3,000 18 550 
Callahan 2,400 46 1,110 
Cameron 38,800 37 14,320 
Camp 2,400 45 1,070 
Carson 1,900 53 1,020 
Cass 6,400 51 3,230 
Castro 1,600 37 600 
Chamberr 2,300 58 1,330 
Cherokee 9,300 24 2,190 





Total 

State and House- TV Households 
County holds % No. 
Childress 3500 23 800 
Clay 2,600 63 1,650 
Cochran 1,700 54 930 
Coke 1,200 25 300 
Coleman 4,000 45 1,810 
Collin 11,800 54 6,420 
Collingsworth 2,300 21 490 
Colorado 5,100 44 2,240 
Comal 5,100 57 2,900 
Comanche 4,100 16 660 
Concho 1500 28 430 
Cooke 6,000 66 3,940 
Coryell 4400 60 2,630 
Cottle 1500 25 380 
Crane 1400 49 690 
Crockett 1,200 — — 
Crosby 2,500 61 1,540 
Culberson 500 «(31 160 
Dallam 2,400 68 1,640 
Dallas 226,000 77 175,140 
Dawson 5,800 33 1,930 
Deaf Smith 3,100 43 1,330 
Delta 2,000 23 450 
Denton 10,500 65 6,830 
De Witt 6,400 39 2,490 
Dickens 1,800 32 580 
Dimmit 2,400 30 720 
Donley 1600 49 790 
Duval 3,300 27 900 
Eastland 7,000 38 2,700 
Ector 17,700 48 8,480 
Edwards 800 «(15 120 
Ellis 12,300 66 8,120 
El Paso 59,900 74 44,510 
Erath 5,200 32 1,670 
Falls 6,700 42 2,840 
Fannin 8,100 32 2,620 
Fayette 6,200 36 2,220 
Fisher 2,600 36 940 
Floyd 3,000 64 1,910 
Foard 1,100 34 370 
Fort Bend 7,500 50 3,780 
Franklin 1500 29 440 
Freestone 3,900 40 1,550 
Frio 2,700 51 1,360 
Gaines 2,400 63 1,510 
Galveston 37,900 55 20,970 
Garza 1,800 47 860 
Gillespie 3,100 30 940 
Glasscock 200 +44 90 
Goliad 1400 25 350 
Gonzales 4,900 51 2,500 
Gray 7,400 54 4,000 
Grayson 21,200 46 9,730 
Gregg 18,900 45 8,490 
Grimes 3,800 44 1,670 
Guadalupe 6,900 70 4,800 
Hale 9,200 59 5,440 
Hall 2,800 19 530 
Hamilton 3,000 42 1,260 
Hansford 1,200 61 740 
Hardeman 3,000 41 1,230 
Hardin 5,700 33 1,890 
Harris 287,100 72 208,140 
Harrison 12,200 36 4,360 
Hartley 500 50 250 
Haskell 3,600 41 1,460 
Hays 4,500 53 2,400 
Hemphill 1,300 26 340 
Henderson 5,800 25 1,470 
Hidalgo 44,500 37 16,380 
Hill 8,600 63 5,400 
Hockley 7,000 56 3,910 
Hood 1,400 57 800 
Hopkins 6,200 28 1,710 
Houston 5.600 21 1,190 
Howard 8,200 56 4,620 
Hudspeth 1,300 50 650 
Hunt 11,300 71 8,060 
Hutchinson 11,400 71 8,140 
Irion 500 19 90 
Jack 2,100 58 1,220 
Jackson 3,600 38 1,370 
Jasper 5,300 27 1,430 
Jeff Davis 500 — _ 
Jefferson 62,000 52 31,990 
Jim Hogg 1,300 37 480 
Jim Wells 7,700 19 1,480 
Johnson 9,600 65 6,240 
Jones 6500 48 3,100 
Karnes 3,900 46 1,780 





Total 


State and House 

County holds 

Kaufman 7,300 
Kendall 1,700 
Kenedy 100 
Kent 500 
Kerr 4,200 
Kimble 1,200 
King 200 
Kinney 500 
Kleberg 7,300 
Knox 2,600 
Lamar 11,900 
Lamb 5,900 
Lampasas 2,900 
La Salle 1,900 
Lavaca 5,700 
Lee 2,500 
Leon 2,900 
Liberty 7,700 
Limestone 6,100 
Lipscomb 1,100 
Live Oak 2,100 
Liano 1,800 
Loving 100 
Lubbock 39,900 
Lynn 2,800 
McCulloch 3,100 
McLennan 40,100 
McMullen 500 
Madison 1,900 
Marion 2,400 
Martin 1,400 
Mason 1,600 
Matagorda 6,400 
Maverick 3,000 
Medina 4,600 
Menard 1,100 
Midland 12,500 
Milam 5,900 
Mills 1,600 
Mitchell 4,100 
Montague 4,700 
Montgomery 7,100 
Moore 6,300 
Morris 2,500 
Motley 1,100 
Nacogdoches 7,500 
Navarro 10,600 
Newton 2,400 
Nolan 6,100 
Nueces 56,300 
Ochiltree 2,000 
Oldham 400 
Orange 14,800 
Palo Pinto 5,800 
Panola 400 
Parker 6,800 
Parmer 1,800 
Pecos 2,600 
Polk 4,000 
Potter 29,700 
Presidio 1,600 
Rains 900 
Randall 6,100 
Reagan 900 
Real 700 
Red River 5,500 
Reeves 4,000 
Refugio 2,600 
Roberts 300 
Robertson 4,900 
Rockwall 1,500 
Runnels 4,600 
Rusk 10,600 
Sabine 2,000 
San Augustine 1,900 
San Jacinto 1,700 
San Patricio 9,400 
San Saba 2,400 
Schleicher 700 
Scurry 8,500 
Shackelford 1,200 
Shelby 5,900 
Sherman 700 
Smith 21,500 
Somervell 800 
Starr 3,100 
Stephens 3,000 
Sterling 400 
Stonewall 900 
Sutton 1,000 





TV Households 


© 


SaSBa RalBe as 


BERFSE SRSEKR SSBLR SSRBS BSLSK SBRSS SSSSN BESET SSSSE 


| ESSs 8/28) 


S$ S2BKs 


16 


May 1956, Television Age 


No 
4,610 
1,100 


1,140 


790 

170 
1,420 
2,130 
3,180 


610 
3,890 


160 
2,340 


790 


8,600 


310 
770 


170 














































Total 


State and House- TV Households 
County holds % No. 
Swisher 2,400 46 1,100 
Tarrant 147,000 71 105,100 
Taylor 20,600 61 12,460 
Terrell 900 — _ 
Terry 4,000 63 2,510 
Throckmorton 900 55 500 
Titus 4,800 34 1,640 
Tom Green 20,000 51 10,280 
Travis 47,200 61 28,600 
Trinity 2,500 50 1,250 
Tyler 2,900 25 730 
Upshur 5,000 34 1,690 
Upton 1,700 635 600 
Uvalde 4,600 25 1,160 
Val Verde 4,200 — — 
Van Zandt 5,700 61 3,500 
Victoria 9,700 28 2,760 
Walker 4,400 55 2,410 
Waller 3,000 59 1,780 
Ward 4,300 18 800 
Washington 5,300 45 2,370 
Webb 14,000 — _— 
Wharton 9,800 45 4,460 
Wheeler 2,500 29 720 
Wichita 32,500 70 22,590 
Wilbarger 5,800 54 3,110 
Willacy 6,400 28 d 
Williamson 10,400 55 5,700 
Wilson 3,300 52 1,720 
Winkler 3,800 23 870 
Wise 4400 57 2,510 
Wood 5,400 37 1,980 
Yoakum 1,100 52 570 
Young 4,700 51 2,400 
Zapata 1,000 39 390 
Zavala 2,700 24 650 
Utah 207,900 68 *142,350 
Beaver 1300 — _ 
Box Elder 5,500 73 3,990 
Cache 9,400 62 5,780 
Carbon 7,200 30 2,170 
Daggett 100 +22 20 
Davis 10,200 76 7,740 
Duchesne 2,100 30 640 
Emery 1400 — — 
Garfield 900 613 120 
Grand 500 — — 
Iron 2600 — — 
Juab 1500 54 810 
Kane 600 — oa 
Millard 2,500 38 950 
Morgan 600 71 430 
Piute 500 — 
Rich 500 54 270 
Salt Lake 87,200 81 70,810 
San Juan 1,100 — — 
Sanpete 3,800 40 1,530 
Sevier 3,300 34 1,110 
Summit 1,800 58 1,040 
Tooele 5,300 68 3,620 
Unintah 2,300 — — 
Utah 23,500 177 18,020 
Wasatch 1,300 64 840 
Washington 2,700 — _ 
Wayne 300 — _ 
Weber 27,400 78 21,450 
Vermont 108,900 53 58,080 
Addison 5,100 53 2,710 
Bennington 7,700 54 4,130 
Caledonia 7,100 54 3,830 
Chittenden 18,400 70 12,840 
Essex 1,800 48 870 
Franklin 8,300 63 5,240 
Grand Isle 800 55 440 
Lamoille 3,000 59 1,770 
Orange 4,700 27 1,250 
Orleans 5,700 52 2,950 
Rutland 13,200 59 7,840 
Washington 12,000 63 7,520 
Windham 8500 24 2,030 
Windsor 12,600 37 4,660 
Virginia 912,700 59 537,760 
Accomack 10,000 31 3,060 
Albemarle 13,400 40 5,310 
Alleghany 7,500 57 4,280 
Amelia 1,700 44 750 
Amherst 4,300 49 2,120 
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Total 

State and 
County 
Appomattox 1,900 
Arlington 69,600 
Augusta 17,400 
Bath 1,500 
Bedford 7,400 
Bland 1,400 
Botetourt 3,900 
Brunswick 4,300 
Buchanan 8,000 
Buckingham 2,600 
Campbell 21,000 
Caroline 2,600 
Carroll 6,800 
Charles City 900 
Charlotte 3,100 
Chesterfield 13,300 
Clarke 1,800 
Craig 800 
Culpeper 3,200 
Cumberland 1,600 
Dickenson 5,100 
Dinwiddie 13,400 
Essex 1,400 
Fairfax 32,300 
Fauquier 5,400 
Floyd 2,600 
Fluvanna 1,800 
Franklin 5,700 
Frederick 9,100 
Giles 4,900 
Gloucester 2,900 
Goochland 1,700 
Grayson 5,600 
Greene 1,100 
Greensville 3,800 
Halifax 9,600 
Hanover 5,600 
Henrico 85,900 
Henry 12,400 
Highland 800 
Isle of Wight 3,500 
James City 2,700 
King and 

Queen 1,400 
King George 1,800 
King William 1,900 
Lancaster 2,300 
Lee 8,000 
Loudoun 5,100 
Louisa 3,000 
Lunenburg 3,400 
Madison 2,100 
Mathews 1,800 
Mecklenburg 8,000 
Middlesex 1,900 
Montgomery 10,300 
Nansemond 9,800 
Nelson 3,200 
New Kent 1,000 
Newport 

News 45,400 
Norfolk 128,600 
Northampton 4,600 
Northumber- 

land 2,400 
Nottoway 4,300 
Orange 3,100 
Page 3,800 
Patrick 3,600 
Pittsylvania 26,600 
Powhatan 1,200 
Prince Edward 3,700 
Prince George 6,900 
Prince 

William 5,200 
Princess 

Anne 12,700 
Pulaski 7,400 
Rappahan- 

nock 1,400 
Richmond 1,400 
Roanoke 38,700 
Rockbridge 7,100 


Rockingham 12,400 


Russell 6,100 
Scott 6,700 
Shenandoah 5,600 
Smyth 7,100 
Southampton 6,300 
Spotsylvania 6,400 
Stafford 3,200 


‘° 
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55,470 
7,190 
590 


3,250 
590 


2,960 
1,630 


1,560 
1,030 


1,910 
4,490 


3,930 


7,910 
3,600 


670 


24,810 








State and 
County 
Surry 1,500 
Sussex 2,700 
Tazewell 11,500 
Warren 4,300 
Washington 13,100 
Westmoreland 2,700 
Wise 13,600 
Wythe 5,800 
York 3,300 
Wash. 815,100 
Adams 2,500 
Asotin 3,600 
Benton 21,000 
Chelan 12,900 
Clallam 8,400 
Clark 27,900 
Columbia 1,400 
Cowlitz 17,800 
Douglas 3,700 
Ferry 900 
Franklin 6,900 
Garfield 900 
Grant 9,300 
Grays 

Harbor 17,200 
Island 4,100 
Jefferson 3,300 
King 260,100 
Kitsap 28,500 
Kittitas 6,400 
Klickitat 3,700 
Lewis 13,800 
Lincoln 3,300 
Mason 5,100 
Okanogan 8,800 
Pacific 5,400 
Pend Oreille 2,500 
Pierce 89,300 
San Juan 1,200 
Skagit 13,500 
Skamania 1,600 
Snohomish 43,100 
Spokane 78,600 
Stevens 5,500 
Thurston 15,300 
Wahkiakum 900 
Walla Walla 12,600 
Whatcom 21,700 
Whitman 8,700 
Yakima 43,700 
W. Va. 496,300 
Barbour 4,700 
Berkeley 8,000 
Boone 7,500 
Braxton 3,800 
Brooke 6,900 
Cabell 32,700 
Calhoun 2,100 
Clay 3,200 
Doddridge 2,100 
Fayette 18,800 
Gilmer 2,100 
Grant 2,200 
Greenbrier 9,200 
Hampshire 2,900 
Hancock 8,800 
Hardy 2,300 
Harrison 22,300 
Jackson 3,600 
Jefferson 4,300 
Kanawha 64,500 
Lewis 4,600 
Lincoln 4,700 
Logan 17,500 
McDowell 21,200 
Marion 19,400 
Marshall 9,000 
Mason 6,000 
Mercer 18,300 
Mineral 5,700 
Mingo 10,800 
Monongalia 15,600 
Monroe 2,900 
Morgan 2,300 
Nicholas 6,500 
Ohio 20,600 
Pendleton 2,000 
Pleasants 1,600 
Pocahontas 2,700 


Total 
House- TV 
holds g 
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810 
1,510 
3,400 
2,300 
3,310 


1,570 
4 030 
2,159 
1,940 


490,480 


1,070 
1,270 
5,120 
4,080 
5,080 


17,380 
600 


8,030 
900 
410 


2,640 
350 
2,960 


6,690 
3,010 


2,260 
183,110 
22,060 
1,520 
1,190 


6,790 
2,360 
3,360 
1,360 
1,760 


1,240 
60,550 
720 
€,870 
630 


28,230 
55,650 


7,140 


710 
6,510 
1,550 
2,650 

47,280 


1,000 
3,360 
10,900 
10,680 
11,160 


6,150 
4,490 
9,280 
2,320 
6,780 


7,830 
1,130 
840 


2,720 
17,120 


870 
770 
820 





planasbetts State and 


Total 
House- 

County holds 
Preston A 
Putnam 5,000 
Raleigh 22,700 
Randolph 7,000 
Ritchie 3,000 
Roane 3,900 
Summers 4,300 
Taylor 4,400 
Tucker 2,400 
Tyler 2,600 
Upshur 4,800 
Wayne 8,100 
Webster 3,900 
Wetzel 4,700 
Wirt 1,200 
Wood 18,800 
Wyoming 8,700 
Wisconsin!,059,800 
Adams 2,500 
Ashland 5,400 
Barron 10,400 
Bayfield 3,900 
Brown 29,400 
Buffalo 4,400 
Burnett 3,000 
Calumet 5,400 
Chippewa 11,900 
Clark 9,200 
Columbia 10,700 
Crawford 5, 
Dane 52,300 
Dodge 17,300 
Door 6,600 
Douglas 14,300 
Dunn 7,800 
Eau Claire 17,300 
Florence 1,200 
Fond Du Lac 20,600 
Forest 2,300 
Grant 12,500 
Green 7,600 
Green Lake 4,700 
Iowa 5,700 
Tron 2,500 
Jackson 4,900 
Jefferson 13,500 
Juneau 5,500 
Kenosha 25,100 
Kewaunee 4,800 
La Crosse 21,100 
Lafayette 5,300 
Langlade 6,100 
Lincoln 6,600 
Manitowoc 20,700 
Marathon 23,100 
Marinette 10,500 
Marquette 2,700 
Milwaukee 277,800 
Monroe 8,800 
Oconto 7,400 
Oneida 6,500 
Outagamie 24,900 
Ozaukee 7,600 
Pepin 2,100 
Pierce 6,300 
Polk 7,500 
Portage 9,300 
Price 4,700 
Racine 35,700 
Richland 5,300 
Rock 30,700 
Rusk 4,600 
St. Croix 7,800 
Sauk 12,000 
Sawyer 3,000 
Shawano 9,700 
Sheboygan 25,500 
Taylor 4,800 
Trempealeau 6,900 
Vernon 7,800 
Vilas 3,000 
Walworth 14,409 
Washburn 3,300 
Washington 10,700 
Waukesha 28,700 
Waupaca 10,600 
Waushara 4,300 
Winnebago 29,100 





TV Households 
% No. 
2,970 
71 3,570 
37 8,420 
28 1,990 
31 920 
43 1,680 
45 1,960 
30 1,340 
31 750 
41 1,060 
16 780 
64 5,210 
34 1,340 
43 2,040 
36 440 
39 7,410 
41 3,520 
67 709,040 
20 510 
41 2,210 
46 4,760 
32 1,240 
80 23,520 
51 2,260 
44 1,310 
68 3,680 
56 6,710 
29 2,660 
45 4,760 
30 1,490 
61 31,800 
69 11,900 
61 4,050 
61 8,750 
60 4,700 
60 10,410 
32 380 
66 13,550 
36 820 
41 5,130 
44 3,316 
46 2,180 
34 1,930 
26 640 
32 1,590 
71 9,610 
25 1,370 
81 20,410 
64 3,070 
53 11,230 
34 1,790 
53 3,230 
38 2,530 
72 14,990 
46 10,560 
54 5,650 
37 990 
88 243,080 
42 3,670 
63 4,670 
29 1,870 
76 18,950 
85 6,450 
53 1,110 
74 4,690 
70 5,240 
46 4,280 
19 890 
83 29,670 
36 1,890 
57 17,380 
38 1,730 
77 6,010 
28 3,360 
39 1,180 
52 5,010 
74 18,870 
33 1,560 
64 4,440 
38 2,990 
19 580 
7l 10,180 
42 1,390 
86 9,220 
85 24,280 
65 6,880 
30 1,270 
60 17,430 
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Spot (Continued from page 43) 


1956 than it did in 1955. While plans 
for the company as a whole have not 
been revealed the company was 20th 
in spot spending for the fourth quarter 
with $750 thousand. Network totalled 
$400 thousand. 

Harold F. Ritchie, for its Eno Salts, 
Brylcreem and Scott’s Emulsion, ex- 
pects to continue its spot activity at 
about the same pace in 1956. During 
the last quarter the firm spent $700 
thousand in spot. No network was 
used. 

Vick Chemical is currently consider- 
ing network television but assuredly 
plans to be in the medium this fall. 
During the final quarter $600 thousand 
went into spot and $250 thousand, 
into network. 

Continental Baking is now using the 
most spot tv of any period in its his- 
tory. Advertising of Wonder Bread 
and Hostess Cakes as well as some new 
products has been carried by the CBS 
Television film series, Annie Oakley, 
now appearing in 72 markets. There 
is a possibility that more markets will 
be added. During the final quarter 
Continental spent $600 thousand on 
spot, $270 thousand on network. 


Shulton Package 


Shulton Inc. has bought one-fourth 
of the package of pre- and post-game 
20-second announcements of the New 
York Giants and New York Yankees. 
An active tv spot drive is also planned 
for fall, the extent of which will be 
determined by expenditures for net- 
work tv. Last quarter the company 
spent $600 thousand in spot and $73 
thousand in network. 

A number of firms which were 
relatively small television spot adver- 
tisers last year are considering a 
plunge into heavier use of the medium. 

Typical of these is Revlon Products 
Corp. which ranks in the 300-to-400 
group in the TvB list of spot adver- 
tisers for the final quarter of 1955. 
George J. Abrams, vice president in 
charge of advertising for Revlon, is a 
great believer in spot. He says: “When 
I came to Revlon they did practically 
no spot. We started big spot cam- 
paigns for several products in April. 
If this effort shows results it will be 
continued during the second half of 


the year and will undoubtedly be 
stepped up. All in all it will be a 
seven-figure campaign.” 

A campaign of this size might put 
Revlon into the top 25 during the 
second quarter of 1956 and among 
the top 15 during the third and fourth 


quarter. 

The Florida Citrus Commission’s 
52-week campaign will run through 
September. It consists of one-minute 
daytime participations and 10-second 
nighttime announcements in 70 mar- 
kets and from one to three daytime 
minutes a week in 45 additional mar- 
kets. This was the schedule in effect 
the last quarter of 1955 when the 
estimate of $598,500 was compiled. 
In addition, the commission just 
finished a series of 20-second an- 
nouncements for Temple oranges in a 
group of metropolitan markets. Frank 
Cravell, Benton & Bowles, is the time- 
buyer. 


Motorola in 90 Markets 


The series of Motorola announce- 
ments which totalled $592,200 in the 
closing months of 1955 consisted of 
placements in some 90 markets. Helen 
Stanley of Leo Burnett Inc., Chicago, 
is timebuyer for the account. 

The Peter Paul, Inc. campaign which 
totalled $567,900 in the TvB three- 
month report, is still continuing in 
many markets. Like most candy com- 
panies Peter Paul advertises heaviest 
during the cool weather months. The 
1955-56 campaign ran from 13 to 32 
weeks for Almond Joy and Mounds 
and called for minutes and 20’s, mostly 
in Class A time. Robert Wulfhorst, 
Dancer -Fitzgerald-Sample, N. Y., is 
the timebuyer. 

Chrysler Corp. spent $558 thousand 
for spot tv in the last quarter of 1955 
and may be expected to step up use 
of the medium as warm weather be- 
comes general. Russ Johnston, Mc- 
Cann-Erickson, Detroit, is the contact. 

Esso Standard Oil now has 25 sta- 
tions in its 18-state area carrying the 
Esso Reporter. Don Leonard, McCann- 
Erickson, N. Y., is constantly looking 
for new buys which meet the oil com- 
pany standards. 

R. J. Reynolds Tobacco Co. con- 
tinues active in spot. The totai re- 
ported for the three months is $550 
thousand. 

(Continued on page 122) 
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Nangaroo 


(just declassified for all advertisers) 


Advertisers may know that each morning 4 million children sit 
entranced in front of their television receivers as they watch 


“Captain Kangaroo” —and that their number is growing every week. 


They may also know that the kids will do anything he says— 


from singing a song to brushing their teeth or eating their cereal. 


They may even know that children are always asking their mothers 


to buy something they have seen on television. 


But what advertisers may not know is that a new research study 
recently completed by Eugene Gilbert and Company shows that 

3 out of 5 children who regularly watch “Captain Kangaroo” go 
shopping with their mothers an average of three times a week. 

It adds up to a pretty compelling picture for the advertiser who 
would like to have this kind of attention focused on his product. 
This bewitching children’s program now has a 73% higher rating 
than its closest network competition and is available at a 49% lower 
cost per thousand. Joining forces with this great early morning 


leader might just turn out to be the secret sales weapon you need. 


CBS TELEVISION 








if you want to move a product... 


Sirst move people 





channel 








IN DETROIT 


REPRESENTED NATIONALLY sy BLAIR-TV 


112 May 1956, Television Age 











TELEVISION AGE 
Set Count: 


Report by Markets, 
May, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


listed. 





Totals 
commercial stations: 
markets: 296 
estimated b&w sets: 
estimated color sets: 


Total 
Total 
Total 
Total 


455 


37,644,000 
59,320 











City Station Vht Uhf Color 





ALABAMA 


WABT 366,400 ° 
Henry P. Johnston, p. & mng. a: 
Charles F. Grisham, v.p. chg. 


Birmingham 


sls. 
WBRC-TV 362,000 200 
J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, ¢g. sls. m. 
WMSL-TV 31,800 
Frank Whisenant, p.; Louis C. 
Blizzard, ¢c.m. 
wivy 36,800 
F. E. Busby, v.p. & g.m.; 
L. Williams, m. & sls. m. 
WALA-TV 128,700 
W. O. Pape, p.; H. E. Martin, 
exec. v.p 
WKRG-TV 187,500 _— 
C. P. Persons, Jr., v.p. & g. m. 
WCOV-TV 78,500 
Hugh M. Smith, g. m. 
Morris South loc. sls. m. 
WSFA-TV 129,100 
Hoyt Andres, v.p. & st. m.; 
C. Hughes, ¢.m. 


ARIZONA 


KVAR (see Phoenix) 

KOOL-TV 175,000 

Kenneth Morton, st. m. & nat. 
m.; James S. Dugan, sls. m. 

KPHO-TV 143,880 as 

Richard B. Rawls, g¢. m.; Howard 
Stalnaker, ¢. m. 

KTVK 165,000 200 

Roger Van Duzer, st. m.; Burton 
B. LaDow, c.m. 

KVAR 141,480 

Dwight Harkins, m.; E. W. 
Harvey, c. m. 

KDWI-TV 

D. W. Ingram, p. 

KOPO-TV 52,458 

E. S. Mittendorf, 
Perlin, sls. m. 

KVOA-TV 53,839 

Clinton D. McKinnon, p.; J. C. 
Underwood, Jr., sls. m. 

KIVA 27,103 

Ray C. Smucker, g.m., Richard 
Newland, sls. m. 


Jerry 


Mobile 


Montgomery 25 


* 


John 


Phoenix 
sls. 


_— 
(Bill) 


Tucson om 
g. m.; Bernie 


Yema 














City Station Vht Unf Color 
ARKANSAS 
Kl Dorado KRBB 40,000 
Wm. M. Bigley, g. m.; James Ren 
ney, sls. m. 
Fort Smith KFSA-TV 36, 604 — 
Mil'man Rochester, g. m.; Roland 
Hundley, sis. m. 
Little Rock KAKK-TY 152,653 150 
T. K. Barton, v.p. & g. m.; Lee 
Bryaut, ¢. m. 
KATV (see Pine Bluff) 
KTHV 158,669 40 
B. G. Robertson, ¢. m.; Wm. V. 
Hutt, c.m. 
Pine Bluf KATV 118,694 7 
John H. Fugate, ¢. m.; Ben 
Holmes, nat. sls. m. 
Texarkana KCMC-TV (see Texarkana, Tex.) 
CALIFORNIA 
Bakersfield KBAK-TV 98,000 _ 
A. H. Constant, v.p. & g.m. 
KERO-TV 196,000 125 
Gene DeYoung, p. & ¢. m.; Ed 
Urner, v.p. & nat. sls. m. 
Chiee KHSL-TV 69,360 
M. F. Woodling, st. m.; Justin : 
Pero, loc. sls. m. 
Eureka KIEM-TV 30,000 — 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresne KJEO 173,000 200 
Joseph Drilling, bus. m.; W. O. 
Edholm, c.m. 
KMJ-TV 170,000 4100 
Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 
KFRE-TV—(12) June ’56 
Les Angeles KABC-TV 2,368,464 — 
Selig J. Seligman, ¢. m.; Elton 
Rule, gen. sls. m. 
KCOP 2,368,464 
Jack Heintz, v.p. & ¢. m. Amos 
Baron, sls. m. 
KHJ-TV 2,392,383 2,408 
John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sis. m. 
KNXT 2,368, — 
James T. Aubrey, Jr, ¢. m.; 
D. Wood, gen. sls. m. 
KRCA 2,400,000 2,034 
Thomas C. McCray, v.p. & g.m.; 
James Parks, sls. m. 
KTLA 464 2,056 
Klaus Landsberg, g. m.; Robert 
Mohr, sls. m. 
KTTV 2,392,383 _ 
Richard 4: Moore, p. & 
John R. Vrba, v.p. che. = 
Sacramento KBET-TV 397,600 250 
John H. Schacht, v.p. & ¢. m.; 
George J. Kapel, sls. m. 
KCCC-TV 210,000 _- 
Ashley L. Robison, ex. v. p.; A. 
J. Richards, v. p. chge. sls. 
KCRA-TV 356,840 1,500 
Ewing C. Kelly, p. & g¢. m.; Frank 
M. Devaney, sls. & st. m. 
KGMS-TV—(46) Oct. ’56 
Salinas KSBW-TV 110,879 
John C. Cohan, g. m.; Graham i. 
Moore, sis. m. 
San Diego KFMB-TV 407,092 od 
George Whitney, ¢. m.; Bill Fox, 
nat. sis. m. 
KFSD-TV 407,000 125 
William E. Goetze, ¢. m.; Jay 
Grill, sls. m. 
Tijuana, Mex. XETV 327,720 _ 
Julian M. Kaufman, v.p. & g.m.; 
William G. Mueller, bus. m. 
San Francisco KGO-TV 1,171,690 ou» 
James H. Connolly, v.p.; David M, 
Sacks, gen. sls. m. 
KPIX 1,204,025 1,002 
Philip G. Lasky, ¢. m.; Lou 
Simon, ¢c.m. 
KRON-TV 1,204,025 1,002 
Harold P "See, g. m.; Norman 
Louvau, sls. m. 
KSAN-TV 310,000 —_ 
Norwood J. Patterson, ¢.m.; Bob 
Kane, nat. sls. m. 
San Jose KNTV 545,479 


Douglas D. Kahle, g. m.; Len Cin- 
namond, sls. m. 








City Station Vhti Unf Color 





San Luis 
Santa 


KVEC-TV 101, 782 

Les Hacker, g. m.; Si Darrah, ¢. m. 

KEY-T 227,918 

Colin M. Selph, p.: 
Chace, renl. sls. m. 

KOVR 1,263,097 

Terry Hamilton Lee, ex. 
gs. m.; Frank G. King, ¢. 

KVVG 250,000 

Bob Lee, opertns.; Ron Freeman, 
g.m. & sis. m. 


Thomas Cc. 


Stockton a 
vo. & 
sls. m. 


COLORADO 
KKTV 63,047 
James D. Russell, p. & ¢. m.; 
Robert D. Ellis, v.p. & sis.d. 
KRDO-TV 44,000 — 
Harry W. Hoth, Jr., p.. ¢. m. & 
sis. m. 
KBTV 368,526 
Joseph Herold, st. =: 
nat. sis. m. 
KLZ-TV 368,526 
Hugh B. Terry, p. & ¢. m. 
Tipton, ¢. sls. m. 
KOA-TV 368,526 307 
William Grant, p. & ¢. m.; Wil- 
liam F. MacCrystall, sls. m. 
KTVER 356,632 
Jon R. McKinley, v. 
Arthur C. Stringer, 
KREX-TV 16,873 
Rex G. Howell, p. & g.m. & sls. m. 
KCSJ-TV 52,300 
Ray J. Williams, ¢. m.: 
Dennis, sls. d. 


Colorado 


Denver — 
John Henry, 


307 
; Jack 


p. & gs. m.; 
nat. sis. m. 


Walter 


CONNECTICUT 


WICC-TV 72,340 
Philip Merryman, p. & g. 
Manning Slater, sis. m. 
WGTH-TV 360,000 
John 0. Downey, g.m.; George H 

Morris, sls. m 
WEKENB-TV 375,000 500 
Peter B. Kenney, v.p. & et. m.; 
David Scott, nat. sls. m. 


Hartford 


New Britain 


New Haven 
Edward C. Obrist, 
anan, sis. m. 


m.; J. Vineent 


Waterbury WATR-TV 217,554 —_— 
Samuel R. Elman, g.m. & c.m. 
DELAWARE 
Wilmington WPFH 2,051,000 — 
Robert R. Nelson, st. m.; Glen 
Lau, c. m. 


(Continued on page 114) 


New Stations 


wspa-Tv (7) Spartanburg, S. C. 
Walter J. Brown (pres.) and Ruth T. 
Brown, 50.48 per cent; D. S. Burnside, 
ec.-treas., 4.1 per cent; over 50 others, 
each with under 3 per cent. George P. 


Hollingbery Co., rep. 
wrep-tv (3) Chattanooga, Tenn. 
Affiliate: NBC. Ramon G. Patterson, 


pres., 50 per cent; Judge Will Cum- 
mings, treas., 50 per cent. H-R Tele- 
vision, Inc., rep. 

witi-Ttv (6) Whitefish Bay, Wis. 
Affiliate: NBC. Jack Kahn, pres., 25 
per cent; Richard G. Fried, v.p., 14 
per cent; Laurence Fleischman, sec.- 
treas., 10 per cent; Robert K. Straus, 
10 per cent; Arthur Fleischman, 10 
per cent; Max Osnos, 9 per cent; 
Manistee Investment Corp., 10 
cent; Sol J. Kahn, 7 per cent; William 
A. Roberts, 4 per cent. The Branham 
Co., rep. 


per 
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Set Count (Cont'd from page 113) 





City Station Vhti Unf Color 
DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 
Frederick S. Houwink, g.m.; Neal 
J. Edwards, sls. m. 
WRC-TV 754,000 * 185 
Carleton D. Smith, v.p. @ ¢. @.: 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 704,300 175 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. d. 
WTTG 695,000 _ 
Leslie G. Arries, Jr., ¢.m.; Perry 
Walders, nat. sls. m. 
FLORIDA 
Daytona Beach WESH-TV—(2) June °56 
Fort WITV 266. 
ie Steve Zinn, st. m.; C. Edward Lit- 
tle, g.m. & g. sls. m. 
Fort Myers apy 23,500 _ 
J. Bauer, g. m. & sls. 
dacksonville Waite. TV 98,896. 50 
. S. Gilchrist, » Ba sg. m.; Willard 
"ae 
WMBR-TV 367,238 aod 
Glenn Marshall, p.; Charles M. 
Stone, v.p. for sls. 
Miam! WGBS-TV 278,869 101 
Walter Koessler, mng. d.; Dick 
Sloan, sls. m. 
WwTvd 362, 400 
Lee Ruwitch, exec. v.p. & g.m.; 
John S. Allen, v.p. chg. sls. 
WCKT—(7) June ’56 
Orlando WDBO-TV 160,000 40 
Harold P. Danforth, p. & g.m.; 
Agnes V. Carlson, sls. co-ordi- 
nator 
Panama City WJDM 31,000 
Harry C. Babb, st. m. : Byron Hey- 
ford, sls. m. 
Pensacola WEAR-TV 137,500 20 
Mel Wheeler, p. & ¢. m.; Milt de 
Reyna, asst. m 
St. WSUN-TV 205,520 ne 
Petersburg Charlies L. Kelly, ¢. m.: Bernard 
L. Kobres, sls. m 
Tallahassee WCTV (see Thomasville, aaa 
Tampa WFLA-TV 319,542 
George W. Harvey, ¢. m.; William 
B. Faber, sls. m. 
WTVvT 301,900 500 
w. Walter Tison, v.p., g.m. & nat. 
= m.; Paul M. Jones, loc. sls. 
West Palm WEAT-TV 301,875 
Beach Gordon R. Kerr, g. m.; Ed J. Hen- 
nessy, sls. m. 
WINO-TV 291,112 
Theodore A. Eiland, g. m.; W. r 
Housner, sls. m. 
GEORGIA 
Albany WALB-TV 45,000 — 
James H. Gray, p.; Tom Still- 
wagon, ¢. m. 
Atlanta WAGA-TV 542,900 500 
Glenn Jackson, v.p. & mng. d.; 
John W. Collins, Jr., asst. mng. 
d. for sls. 
WLW-A 586,000 
Harry LeBrun, g. m.; Guy Tiller, 
sls. m. 
WSB-TV 545,210 350 
John M. Outler, Jr., ¢. m.; Mareus 
Bartlett, st. m. 
Augusta WJBF 178,501 50 
Donald M. Kelly, Jr., v.p. & g.m.; 
George P. Moore, sls. m. 
WRDW-TV 169,000 
J. W. Hicks, g.m.; Lou Stratton, 
loc. sis. m. 
Celumbus ‘ee TV 136,9: — 
> Fe yo st. m.; = Wind- 
sor, c. m. 
WRBL-TV 187,327 oo 
Ridley Bell, g¢. m.; George Jenkins, 
sls. m. 
Macon WMAZ-TV 117,778 a 
Wilton E. Cobb, g¢.m.; Frank 
Crowther, c. m. 
Rome WROM-TV oa 
Ed M ; Chas. Doss, c. .™ 
Savannah WSAV-TV- 152,200 
Harben Daniel, p. & g. m.; Tom 
Belcher, c. .m. 
WTOC-TV 153,145 7 
. T. Knight, Jr.. p. & g.m.; 
Ben Williams, v.p. & ¢.m. 
Thomasville WCTV 80,000 _ 
L. Herschel Graves, g. m. 
IDAHO 
Boise KBOI-TV 62,825 


Westerman Whillock, p. & g. m.: 
Earl Glade, Jr., st. m. & c. m. 

KIDO-TV 52,500 es 

Walter E. Wagstaff, v.p. & ¢. m.; 
Barry Tucker, sls. m. 











City tation Vhi Unf Color 
Idaho Falls KID-TV 52,899 
C. N. Layne, g. m.; Claude Cain, 
sis. m. 
Lewiston KLEW-TV 20,000 _ 
Willard ‘“‘Pete’’ Thomas, g. m.- 
sls. m. 
‘win Falls KLIX-TV 19,700 = 
Frank C. McIntyre, v.p. & g&.m.; 
Joe Gibney, tv sls. m. 
ILLINOIS 
Bloomington WBLN-TV 50,000 _— 
Worth S. Rough, p., ¢.m. & sls. m. 
Champaiga WwciA 336,900 oo 
August C. Meyer, p.; Guy Main, 
v.p. & sis. d. 
Chicago WBBM-TV 2,323,200 1,000 
H. Leslie Atiass, V.pD. & ¢. M.; 
Arkedis, sls. m 
WBKB 2,323,200 _ 
Ster . 2 . VD 
WGN-TV 2,323,200 _ 
Frank P. Schreiber, v.p. & £. m.; 
Th Weber, ale. d. 
WNBQ 2,287,000 1,500 
Jules Herbuveaux, v.p. & g. m.; 
John M. Keys, sls. Se 
Danville WDAN-TV 
Max Shaffer, st. m.; Rae D. Bek- 
ert, . 4. 
Decatur WTVvP 188,000 _ 
W. L. Shellabarger, p. & g.m.; 
Robert Wright, st. m. 
Harrisburg WSIL-TV 34,602 _ 
O. L. Turner, st. m. 
Peoria WEEK-TV 244,420 1,137 
Fred C. Mueller, g. m.; William 
J. Flynn, c. m. 
WTVH-TV 165,000 1,000 
Henry P. Slane, p.; Harold V. 
Phillips, sls. m. 
Quincy KHQA-TV 149,060 19 
Walter Rothschild, g.m.; Paul Mil- 
len, sls. m. 
WGEM-TV 150,900 _— 
Joe Bonansinga, g¢. m.; James E. 
Muse, c. m. 
Rockford WREX-TV 272,695 150 
Joe Baisch, g.m.; Al Bilardello, 
loc. sls. m. 
WwTvo 116,000 se 
Harold Froelich, g.m.; Edward 
Ruppe, sie. m. 
Rock Island WHBF-TV 273,450 100 
Leslie C. Johnson, v.p. & ¢. m.; 
Maurice Cerken, asst. ¢. m. & 
Sprinefield WIcs 115,500 — 
Milton D. Friedland, ¢. m.; War- 
ren King, loc. ¢c. m. 
INDIANA 
Anderson pt he (61) June ’56 
Bloomington 647,781 — 
Robert Lemon, g. a Norman 
Cisena, asst. m. & sis. 
Elkhart WS2V-TV 215, sie — 
. John F. Dille, Jr., p.; Paul C. 
Brines, g. m 
Evansville WFIE-TV 126,088 ae 
Ted Nelson, g. m.; Robert Dean, 
sls. m 
WEET (see Hendersen, Ky.) 
Fort Wayne WKJG-TV 144,230 50 
Edward G. Thoms, v.p. & €. m.; 
Carleton B. Evans, c. m 
WIN-T (see Waterloo) 
Indianapolis WFBM-TV 660,000 1,500 
William F. Kiley, ¢€. m.; Don 
Menke, c. m. 
WISH-TV 660,000 600 
Robert B. McConnell, v.p. & g.m.; 
George W. Diefenderfer, d. nat. 
sls. serv. 
Lafayette WFAM-TV 115,450 100 
0. E. Richardson, p.; Henry Ro- 
senthal, asst. m. 
Muncie WLBC-TV 107,250 20 
W. F. Oraig, v.p. 
South Bend WNDU-TV 177,000 300 
Bernard ©. Barth, v.p. & g. m.; 
William Thomas Hamilton, sls. 
m. 
WSBT-TV 181,953 100 
Neal B. Welch, g. m.; Richard W. 
Holloway, nat. als. m. 
Terre Haute WTHI-TV 191,760 35 
J. M. Higgins, g. m.: George A. 
Foulkes, nat. sls. m. 
Waterloo WIN-T 139,625 *— 
Ben B. Baylor, Jr., v.p. & €. m.; 
Robert C. Currie, Jr., prog. m 
IOWA 
Ames WOI-TV 325,000 7 
Richard B. Hull, d.; Robert C, 
Mulhall, opertns. m. 
Cedar Rapids KCRG-TV 325,977 — 
Edna A. Herbst, g.m.; R. E. Shire- 
man, g. sls. m. 
WMT-TV 331,111 150 
William B. Quarton, g.m.; Lewis 


Van Nostrand, g. sls. m. 
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City Station vht Unf Color City Station Vht Uhtf Color 
Davenport woc-TV 317,902 c— WGAN-TV 185,000 100 
a e oder’ meget m.; Creighton E. Gatchell, vp. & 
linger, resident sls. m. . m.: Ri le " . m. 
Des Moines KRNT- Tv 203.6 Kcaed s chard E. Bates, sls. m 
obert : Dillon. es. & ¢. m.; 
wnee’ Elliott, c m. MARYLAND 
281,500 timo "al 
Paul A. Loyet, v.p. & res. m.; = ™ a ke om Grant 
Harold W. Fulton, g. sls. m . is . 
asst. ¢. m. & als. d. 
Fort Dedge 12 — WBAL-TV 657,705 650 
Eéward Breen, p. & ¢. m.: Max 
» agi . Leslie 5. ret, &~ 2 »- & st. 
le . m. m.: illis K. Freiert, sis. m. 
Mason City KGLO-TV 135,932 -_ WMAR-TV 618,063 116 
R. Ohrt, ex. v.p. & ¢. m.; E. K. Jett, v.p. & d.; Ernest A. 
Walter Rothschild, sls. m. Lang, c. m. 
Sleux City = KTIV 187,743 350 | Salisbury WBOC-TV 55,155 — 
Se we, DS 6. m.: be. & John W. Downing, p.: Charles J. 
urnin, sls. m. : " 
KVTV 179.521 Be Truitt, v.p., g. m. & nat. sis. m. 
rthur J. Smith, res. m.; Donald 
“ .D., Sullivan. adv. 4 MASSACHUSETTS 
aterloe K 24,866 250 . 
Adams WMGT 175,886 —_ 
Bd. —. s. m.; Don E (Pittsfield) William P. Geary, g.m.; Allan 
1 cone pase penny. a - 
ton WBZ-TV_ 1,420, € 
KANSAS F. A. Tooke, g.m.; C. H. Masse, 
sls. m. 
Goodland KWGB-TV—(10) June '56 WNAC-TV 1,376,359 oo 
Great Bend KCKT-TV 144,350 _ Norman Knight, ex. v.p. & ¢. m.;: 
a cs. m.; Otis Cowan, Thomas H. Bateson, sis. serv. 
& nat. sls. d. 
Hetehinsen KTV i 234,125 * Springfield WHYN-TV 220,000 45 
(Wiehita) Howard 0. Peterson, sc. m.: B. W. Charles N. DeRose, g. m.; Patrick 
Dallier, g. sls. m. J. Montague, c. m. 
Pitteburg KOAM-TV 151,143 _ wwLe 220,000 112 
R. E. Wade, g. & als. m. William L. Putnam, ¢g. m.; James 
Topeka WIBW-TV 140,039 H. Ferguson, Jr., sls. m. 
= dy, ¢. m.; Hilton pees 
MICHIGAN 
Wichita KAKE-TV 235,620 
Martin Umansky, g. m.; Donivan Ann Arbor WPAG-TV 31,000 —_— 
D. Waldron, nat. sls. m. Edward F. Baughn, v. p. & g. m,; 
KARD-TV 265,430 700 Kenneth MacDonald, sls. m. 
William J. Moyer, v.p. & g.m.; Bay City WNEM-TV 312,555 —_ 
Don Sbarra, v.p. & sls. d O. W. Myers, v.p. & g. m.; John J. 
KEDD 170,935 a Keenan, sls. m. 
Jack Todd, g. m. & sls. m.; Nevin Cadillac wwtv 333,576 _ 
McCord, oprtns. m. David F. Milligan, g¢. m.; Gene 
| Ellerman, sis. m. 
KENTUCKY | Detroit CKLW-TV 1,568,000 _ 
J. E. Campeau, p. & g.m., Norman 
Henderson WEHT 98.153 40 | H twkins, nat. sls. m. 
ae W4BK-TV 1,590,400 700 
-— z. Sanebury, cm; Charles Bill Michaels, mng. d.: Keith Mc- 
a:misano, loc. sls. m. Kenney, loc. sls. m 
ae ?: WW4J-TV | 1,610,000 1,500 
Earl L. Boyles, ex. vp. & £. m.: Edwin K. Wheeler m.; Don 
Jim Pennock, sls. m. te ae S- Wes 
Louisville © WAVE-TV 506,966 100 ee er eee eo Se 
Nathan Lon, v.p. & g. m.; Ralph WXYZ-TV 1,600,000 = inl 
Jackson. ¢. nm. _— James G. Riddell, p. & ¢. m.; John 
HAS aso * F. Pival, v.p. chge. tv. 
= ~ Sholis. 4 - Aibert Tt. Flint WJIRT—(12) June *56 
Gilien ‘els. a ‘ - F Grand Rapids WOOD-TV 606,510 150 
: 2 Willard Seems, m.; Arthur 
M. Swift, gen. . m. 
LOUISIANA Kalamazoo WKZO-TV 599,750 200 
Carl E. Lee, v.p. & mng. d 
Alexandria KALB-TV_ 110,500 Donald W. DeSmit, els. m 
Willard L. Cobb, ¢. m.; Marvin Lansing WJIM-TV 150,000 150 
Reuben, sls. m. Harold F. Gross, p. & g. m.; How- 
Baton Rouge WAFB-TV 104,000 _ ard Finch, v.p. 
Tom E. Gibbens, p. & g.m.; Ron WTOM-TV 67 _ 
Litteral, sls. m. L. G. Christian, ¢. m. Garant P. 
WBRZ 151,669 [a Frankel, sls. m. 
J. Roy Dabadie, g. m.; Guy Corley, Marquette WDMJ-TV ——— — 
sls. m. W. iH. Treloar, ¢.m.; Robert Luke, 
Lafayette KLFY-TV 71,200 regnl. sls. m. 
James W. Lucas, g.m. & sls. m. Saginaw WKNX-TV 160,000 45 
Lake Charles KPLC-TV 98,000 William J. Edwards, ¢.m.; Robert 
David Wilson, ¢. m.; Pelham Mills. M. Chandler, sls. m. 
Jr., opertns. m. Traverse City WPBN-TV 55,303 
KTAG-TV 62,167 om John Anderson, st. m.; R. E. Det- 
William F. Hession, ¢. m.; wiler, c. m. 
Harper Clarke, asst. m. & sls. m. 
Monroe KNOE-TV 292,000 90 MINNESOTA 
Paul H. Goldman, v.p. & ¢. m.: 
Jack Ansell, Jr., tv sls. & prom. Austin KMMT-TV 54,515 
d. Gene enon, m.; Don E. Inman. 
New Orleans WDSU-TV 387,854 550 sls. d. 
Robert D. Swezey, ex. vp. & a KDAL-TV 120,000 
sg. m.; A. Louis Read, v.p. & (Superior, Dalton Le Masurier, ¢. m.; Odin 
ec. m. Wisc.) S. Ramsland, sls. m. 
WJIMR-TV 131,711 121 WDSM-TV 127,800 _ 
George A. Mayoral, exec. v.p. & Rodney A. Quick, vp. & ¢. m 
g. m.; Paul Beville, els. m. Thomas Gavin, ¢. sls. m. 
Shreveport KSLA 166,000 25 Minneapolis- KEYD-TV 630,000 — 
Winston B. Linam, st. m.; Deane St. Paul Robert M. Purcell, g.m.; Lee W. 
R. Flett, sls. m. Whiting, v.p. & c.m. 
KTBS-TV 209,695 200 KSTP-TV 615,000 200 
Patrick J. White, st. m.; Marie Stanley E. Hubbard, p. & g. m.: 
Gifford, c. m. Marvin Rosene, gen. sis. m. 
wcco-TvV ———+ 
MAINE F. Van Konynenburg, exec. v.p. & 
r; g.m.; Robert N. Ekstrum, sis, m. 
Bangor WABLTV = 98.650 WTCN-TV 615,000 
Leon P. German, Jr., ¢. m.; Mil- eo ee» & OS m.: 
MO ey ee ee 55 
Murray Carpenter, o. & g¢.m.: Williard Lampman, st. m.; Gerald 
esas Marcoux, v.p. & bus. A. Regnier, prom. pub. rel. d. 
Poland Spring wMTW 272,923 MISSISSIPPI 
eS See. 2 SS. & €. m.: Columbus WCBI-TV—(4) July 13, °56 
Portland WCSH-TV 190,200 1 Hattiesburg WDAM-TV—(9) June 1, °56 


00 
William H. Rines, mng. d.; Jack 
S. Atwood, st. m. 





(Continued on page 116) 
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S C City Station Vhf Uhf Color City Station Vht Unt Color 
CL COUNT (Conrad from page 115) KWK-Tv ——+ —_ Carthage WCNY-TV 84,619* ‘oon 
Robert * Convey, p. 6 = (Water- Leste Saiff, Jr., g.m.; Altng, 3. 
4 J Vv. EB. Carmichael, v.p. is. a. town) auroney, nat. sis. m.; *Plus 
City Station Vhi Unf Color Sete) KDRO-TV 57,000 —_ 50,100 in Canada. 
H. W. Brandes, ¢. m.; Jimmy Hagaman WCDB = = 
Jackson — sa — . mene _ Glenn, sls. m. Kingston WKNY-TV 40,300 — 
ens F’. Alexander, m.; ar- Springfield KTTS-TV 111,146 12 Robert M. Peebles, v.p. & g. m.; 
= sls ase 100 ae bat or & ¢.m Robert L. Sabin, v.p., & sls. m. 
Fred Beard, m.; Frank Gentry. R. L. Stufflebam, co-mer. & c. ee Pe os. a: ten 
sls. m. on.: Cast Dox. en-uner. ober . Stone, g. m.; P 
Meridian WTOK-TV 75,000 10 . ein e. aac 
Robert F. Wright, p. & §. m.: MONTANA Bill Adler, sls. m. ; 
William B. Crooks, v.p. & ec. m. | 
a . 20m. : WATV (see Newark) 
Tupelo WwIwv sa — | Billings KOOK-TV 27,500 — WCBS-TV 4,730,000 3,000 
Frank K. Spain, p. | Vv. V. “Bud” Clark, st. m.; John Sam Cook Digges, g. m.: Frank 
| H. Conner, ¢. m. Shakespeare, sls. m. 
MISSOURI | Butte KXLF-TY ——+t — WOR-TV 4,730,000 - 
E. B. Craney, p.; Jim Manning, Gordon Gray, exec. v.p. & g.m.; 
Cape KFVS-TV 155,100 25 Ci g. m. Charles Philips, sls. m. 
Girardeau Robert O. Hirsch, m. of tv.; Juck | GreatFalls KFBB-TV 26,700 — | WPIX 1,730,000 3,000 
Ramey, els. m. J. a Wilkins, = m.; W.C. Blanch- | Fred M Thrower, v.p. & g.m 
G28 . ette, st. m, ¢.m. | John A. Patterson, sls. m. 
Columbia eee a Missoula KGVO-TV 24,660 — | WRCA-TV 4,730,000 3,000 
a ee Se A. J. Mosby, p. & m.: Hugh Hamilton Shea, g. m.; Jay J. 
ou, Cm. Bader, loc, sls. m | Heitin, sis. m. 
eee, Eee 2. on. Rochester © WHAM-TV 325,000° 200 
7 7, ee Al 325, , 
Robert Blosser, g. m.; Ron Max- panaene | gy gig = ete = 
well, sis. m. | Hastings KHAS-TV 70,278 oo * Plus 75,000 Canadian coverage 
Joplin > we oat nie - ~y Dusee L. Watts, g. m.: Harry WHEC-TV 327,000* 200 
ustin A. Harrison, p.; D. T. ackard, sls. m. C. Glover DeLaney, v.p. . m.: 
Knight, loc. sls. m. Hayes Center KHPL-TV 92,726 — ie ©. Winee ee 
Kansas City KCMO-TV 553,194 310 Wayne Brewster, p. (Satellite *Includes 31,500 Canadian 
E. K. Hartenbower, g. m.; S. B. | of KHOL-TV. Holdrege). coverage. 
Tremble, c. m. | Holdrege KHOL-TV 92,726 — WVET-TV 327,000* 200 
KMBC-TV | 494,323 110 | ,, (Mearmey) Jack Gitbert, st. m. Ervin F. Lyke, p. & g. m.; 
John T. Schilling, v.p. & ¢. m.: | coin KOLN-TV 154,278 =— Arthur Murrellwright, g. sls. m. 
George J. Higgins, v.p. & sis. m A. James Ebel, g.m.; Thomas L. * Includes 31,500 Canadian cov- 
WDAF-TV 563,192 ers oa on n45e 800 erage. 
=. A. Bates, st. m.; E. Manne Owen Saddler, ox. vp. & g. m.: Schenectady WRGB 180,850 os 
: poe sls. m. | Arden Swisher, g. sls. m. (Albany- Raymond W. Welpott, st. m.; Rob- 
Kirksville KTVO 168,392 a | Wwow-TV 351,796 150 Troy) ert F. Reid. sls. m. 
Berg Allison, st. m.; Charles Fel- Frank P. Fogarty, v.p. & ¢. m.: Syracuse WHEN-TV 371,330 650 
lers, sls. m. | Fred Ebener, sls. m. Paul Adanti. v.p. & «. @m.; 
8t. Joseph KFEQ-TV 156,169 _ Scottsbluff KSTF ed — _Frederick Menzies. c. m. 
Glenn G. Griswold, g. m.; A. William C. Grove, g. 1.; C. P. WSYR-TV_ 372,160 300 
Wayne Beavers, c. m. Cahill, c. m. (Satellite of KFBC- | E. R. Vadeboncoeur, p. & g. m.: 
St. Louis KSD-TV 908,252 65 | TV Cheyenne, Wyo.) W. R. Alford, nat. sls. d. 
George M. Burbach, ¢. m.: Guy | a Utica WKTV 206,500 215 
E. Yeldell, sls. m. NEVADA Michael C. Fusco, g. m. & sls. m 
KTVI 414,464 — | r 
a ; | Henderson KLR4J-TV 32,000 15 NORTH CAROLINA 
~— Sg ei ».: Jack Schein | Bob Gardner, g. m.; Walter Den- | 
. nis, sls. m. Asheville WISE-TV 40,000 _— 
Las Vegas KLAS-TV 28.600 — | Harold H. Thoms, g. m.; Joseph 
| Marian Y. Komar, g. m. & nat. | J. Master, c. m. 
sls m.; Alex Gold, loc. sls. m. WLOS-TV 373,000 —_— 
KSHO-TV a —_— | Charles B. Britt, ex. v.p.; George 
Reno KZTV 21,750 : —_— | Norman, c.m. 
a Saw. g. m.; William Stiles, Charlotte WBTV 536,630 200 
Cc. & oper, m. Charles H. Crutchfield, ex. v.p. & 
| g. m.; Wallace J. Jorgenson 
| NEW HAMPSHIRE asst. mer. d. chge. sls. 
Manchester WMUR-TV 1,127,959 — | Durham WTVD 280,820 19 
| Norman A. Gittleson, ex. v.p. & | Harmon L. Duncan, p. & g. m.: 
g.m.; Gordon E. Moore, nat. Mike Thompson, sls. m. 
| sls. m. Fayetteville WFLB-TV 20,000 —_ 
l i ion Mt. Washing- WMTW (See Poland Spring, Me.) William D. Bailey, m.; W. B 
T e ev 7 ton Belche, c. m. 
— Greensboro WFMY-TV 108,811 70 
Skete hbhoo k NEW JERSEY Gaines Kelley, ¢. m.: Joseph E 
| Newark WATV 4,730,000 ae ae aa ‘os 
: (NewYork) Irving R. Rosenhaus, p. & ¢. m.; reemvitte ‘ vee ‘ 
(A Program Aid) ) Williams Grauiiend. ¥4 a. . A. Hartwell Campbell, ¢. m.; John 
G. Clark, Jr., ¢. m. 
Timely and practical NEW MEXICO Raleigh WNAO-TV 140,125 10 
vorking script for the pres- John H. Bone, ¢. m.; Earl Welde. 
bade pe ol songs in drama- Albuquerque KGGM-TV 72,140 —_ ¢.m. 
entation o! song . ca A._R. Hebenstreit, p. & g. m.: | Washington WITN 143,850 300 
tic, comic and pictor | Dusty Rhoads, c. m. | W. R. Roberson, Jr., p. & g. m.. 
fashion. + — oa . > — | T. H. Patterson, c. m. 
4 ’ its alter J. Stiles, v.p. g.m.; Dave | ; TW a 
The very latest song s ated agra gy Aiggh Oy | Wilmington WMFD-TV 94,500 
as well as the standard favor- KOB-TV 70,732 ad R. A. Dunlea, Jr. p.; Claud 
‘tes are developed into pho- Wayne Coy, p. & g. m.: Rolf S. | O'Shisiés, cls. m. 
mes a h hich can | Nielsen, sis. m. | Winston- WSJS-TV 521,776 25 
togenic skete os | Carlsbad KAVE-TV—(6) June °56 } Salem Harold Essex, exec. v.p. & g.m 
be used arp ted as com- | ole KAWS.TV 32,014 —- wary B. Ry c. sis. ae 
si shows, as pro- John A. Barnett, o. & g. m.; Paul | ‘ 20,000 en 
plete musical . bo P B. McEvo ey othe - = John G. Johnson, g. m., James 
duction numbers in variety ¢ W. Coan, sls. m. 
programs or as scene-setting | NEW YORK iets natn 
segments. we - 
s of ways | Albany WwcDA 175,000 500 ; Le 
. — oe eae dapt i (Schenec- Thomas S. Murphy, g. m.; Harry Bismarck KBMB-TV 24,000 — 
in which you can adap tady-Troy) L. Goldman, st. m. John W. Boler, p. & g.m.; Fred 
BMI Sketchbook to advan- Binghamton WNBF-TV 402,170 20 Drewry, ¢.m. 
, : | . KFYR-TV 30,450 —_ 
George R. Dunham, g. m.; Andrew 
tage. | G. Hubbell. g. sls. m. William Ekberg, g. m; A. L. An- 
| Bloomingdale WPTZ 111,330* ~_ derson, sls. m. 
: | (Lake Placid- George Barren Bregge, g¢.m.; Al Fargo WDAY-TV 86,600 — 
A Monthly BMI TV Service | Plattsburg) La France, sls. m. * Plus 150,- Jack Dunn, st. m.; Tom Barnea. 
000 Canadian coverage. g. m. 
Buffalo WBEN-TV 519,411 200 ieeaa ial [NOX-TV 3: aie 
Geeree B. Terme, ot. m.: Widheles Grand Forks KNOX-TV 33,060 
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J. Malter, sls. m. 


WBUF-TV 202,400 — 

Charles Bevis, g.m.; Bill Decker, 
sls. m. 

WGR-TV 523,198* 216 


J. Joseph Bernard, v.p. & g.m.; 
G. Paschall Swift, sls. m. *Plus 
549,064 in Canada. 





Minot 


Valley City 


Carroll E. Day, p. & acting g. m.- 
Robert Lukkason, 

KCJB-TV 29,000 

John W. Boler, p. & g.m.; Chester 
Rietan, c. m. 

KXJB-TV 102,000 100 

John W. Boler, p. & ¢. m.; Wm. L. 
Hurley, v.p. chg. sls. 


nat. sls. m. 











City Station Vhi Unt Color City Station Vhi Uhi Color City Station Vhi Unf Color 
OHIO Easton WGLV —_ 7. } ange ge a 
Charles Thon, £¢.m.; elson S&. arry S. Stone, st. m 
Akron WAKR-TV 174,066 ~ Rounsley, bus. m. & nat. adv. m. Jackson WDXL-TV 102,385 
S. Bernard Berk, p.; Roger @. Erie WICU 23,500 300 Aaron B. Robinson, p. & ¢. m. 
aiteabit Berk, v.p. & ¢.m. Ben McLaughlin, g. m.; Karl R. John E. North, sis. m. 
ula WICA-TV “_~ Nelson, ¢. m. Johnson City WJHL-TV 185,316 _ 
— a. aa s. m.; Donald WSEE 96,760 — W. H. Lancaster, Jr., v.p.. €. m 
_wassett, bus. m. Frank B. Palmer, g. m.; Jay Sond- & sis. m. 
Cincinnati WCPOU-TV 767,729 _ Nat gai Knoxville WATE-TV 229,130 oad 
M. C. Watters, v.p. & g. m.; Harrisburg WCMB-T + — W. H. Linebaugh, ¢. m.; John T. 
G. C. Miller, st. d. Ed K. Smith, ¢. m. McCloud, c, m 
WKRC-TV 767,728 - 1,000 WHP.TV 2149 — WTVK 155,877 120 
David G. Taft, ex. v.p. & g. m. A. K. Redmond, ¢. & c. m. John A. Engelbrecht, p., €. m 
Robert T. Schlinkert, g. sls. m. WTPA 193,002 - & sis. m. 
WLW-T 525,000 92 Allen P. Solada, sls. m. WBIR-TV—(10) Aug. 1, °56 
R. Lj. Dunville, p.; James J. Crane, Johnstown WARD-TYV 60,000 Memphis WHBQ-TV 421,500 Tom 
field, m. & is. John Cleghorn, v.p. & g¢.m.; Tom 
Cleveland = KYW-TV. 1,173,576 107 eae Sern & md Regiand, cls, = 
Rolland V. Tooke, v. p. & g. m.; WJAC-TV 966,910 445 wMCT 419,500 202 
Albert P. Krivin, sls. m. Alvin D. Schrott, g. m.; John H. H. W. Slavick, ¢. m.; Earl More- 
WEWs __ 1,217,000 Hepburn, sls. m. land, st. m 
James C. Hanrahan, ¢. m.: Jobo | aneaster  WGAL-TV 912,960 30 WREC-TV| ——— 
H. Foley, loc. sls. m. Harold E. Miller, st. m.; Leroy EK. Hoyt B. Wooten, g.m.; Charles 
Wiw-TV 1,159,640 _— Strine, c. m. Brakefield, c.m. 
Ben Wickham, mng. d.: Frank Philadelphia WCAU-TV 2,094,852 3,500 Nashville WLAC-TV 455,753 500 
Barron, loc. sis. m.; Donald W. Thornburgh, p. & ¢. m.: T. B. Baker, Jr.. ex. v.p. & ¢. m.; 
Celumbus WBNS-TV 500,400 Robert M. McGredy, v.p. che. Robert M. Reuschle, nat. sls. m 
Rishers A. Borel, tv d.; Robert ain WSIX-TV 277,030 _ 
_D. omas, m WFIL-TV 2.105,636 1,000 R. D. Stanford, Jr.. p. & ¢. m.; 
WwLW-C 351,000 900 Roger W. Clipp. gs. m.; Kenneth E. 8. Tanner, v.p. 
James Leonard, v.p. & g£. m.; W. Stowman, gen. sls. m. WSM-TV 277,305 165 
Charles Dodsworth, sls. m. WRCV-TV 2,088,318 1,000 John H. DeWitt, p.; Irving Waugh, 
WTVN-TV 381,451 Lloyd E. Yoder, v.p. & €. m.; em. & asst. to p. 
Joseph W. McGough, ¢. m.; Reb- Theodore Walworth, sls. m. 
a ert C. Wiegand, _ . m. WSES (29) Oct. °56 TEXAS 
Dayton WHIO-TV 511,310 Pittsburgh KDKA-TV 1,200,000 1,500 
— Moody, g. m. Walter Harold C. Lund, v.p. & &. m.; Abilene KRBC-TYV 59,790 _ 
a ver, c. m. Lioyd G. Chapman, sls. m. John Ke'ly, st. m.: Forest Lane 
WLW-D 331,000 _— WENS 400,000 — nat. sls. m 
H. Peter Lasker, v.p. & g. m.; H. Israel, v.p. & ¢. m.;: Amarillo KFDA-TV 85,000 — 
Dale Smith, sls. m. Vera Oldenburg, sls. serv. m. Ed Moore, ¢. m.; Dan Hayslett, 
Lima WIMA-TY 88,519 _— id IC ~(11) June °56 opertns, m. 
Robert W. Mack, v.p. & ¢. m.: Reading UM-TV 253,467 *— KGNC-TV 84,053 100 
J. L. Spring, tv sls. m. bert J. Greig, p. Bob Watson, st. m. & psem. d.; 
Steubenville WSTV-TV 1,236,747 ) -TV 250,000 — Kin Raley, tv sis. m. 
John J. Laux, exec. vp. &s.m.. | “te gg SE ae oe Auntin KTBC-TV 156,261 15 
Joseph M. Troesch, asst. ¢. m. Sam Feigenbaum, loc. sls. m. J. C. Kellam, a. 0. P. (Bob) 
Toledo WSPD-TV 358,740 90 WGBLTV 276,000 "i 100 Bobbitt, ¢. sls. m 
Allen L. Haid, v.p. & mng. d.; Bill Robert E. McDowell, st. m.;:George ’ : 
rbd tt, ee a ie (Continued on page 118) 
Youngstown WFM4J-TV 180. 150 Wilkes-Barre WBRE-TV 298,000 150 — — - — 
William F. Maag, Jr., p.; Mitchell David M. Baltimore, =e & ¢. m.; 
Stanley, st. m. & sls. m Ernest Lewis, sls. _ 
WKBN-TV 180. 225 WILK-TV 300 ,000 a 
W. P. Williamson, Jr., p. sg. m.; Roy E. Morgan, ex. v.p.; Thomas 
. L. Bowden, st. d. P. Shelburne, m. d. 
Zanesville WuHIz- TV Williamsport WRAK-TV—(36) come 56 HOTEL 
Allan Land, mng. d.: Mate. Milder. York WNOW-TYV 6,500 —_ 
sls. d. Richard E. Burg, my m.; J. Ed- > 
ward Schwalm, sis. prom. m. / 
OKLAHOMA WSBA-TV 06,700 — Cl’ / CS, lon 
pn KTEN 88,780 Louis J. Appell, Jr.. p 
Bill Hoover, v.p. & g. m.; Brown 
Morris, sec. treas. & st. m. ie nite Cobian - MADISON AT 50TH 
Ardmore KVSO-TV—(12) June °56 Providence Hs aon : e 
Enid KGEO-TV 306,000 = a a oS Se English Lounge 
George Streets, sec. & m. WPRO Tv. 404,202 =— , 
Lawto KSWO-TV 70. = of eo Meeting place 
wton 000 William S. Cherry, Jr., p. 
Ross B. Baker, st. m.; Al Shore, of show business 
sls. m. SOUTH CAROLINA 
Muskogee KTVX 283,950 _ 
L. A. Blust, Jr., v.p. & g. m.: Ben Anderson WAIM-TV 127,550 
Gienn P. Warnock, g. m.; Fisher 
Holmes, nat. sls. m. Deséen. ¢. mm. 
Oklahema KWTV 378,110 Charleston WCSC-TV 245,544 ue 
City a ~~ v.p. & g.m.; Fred Roland Weeks, m. & nat. sls. m.: 
. Vance, sis.m. Ralph E. Thornley, ren). sls. m. 
aah 387,508 P 118 wosnav aaa 
-_A. Sugg, ex. v.p. st. m.; a me ay 
John Haberlan, nat. c.m. J. aa Se. Rg cS @.; 
Tulse KOTV 316,512 60 Columbia WIS-TV 203,021 7 
C. Wrede Petersmeyer, p. & g. m.: Charlies A. Batson, mng. d.; Law 
_Jim Richdale, c.m. & asst. g.m. Epps, sis. m. Two of the finest hotels in New 
Poy » S. M.; . ay | am. Jr., V. D. from CBS, Dumont or NBC. 
Wlerence WBTW 154,572 Beautifully decorated rooms 
OREGON J. William Quinn, mng. d.: a. and suites for permanent 
Eugene KVAL-TV 61,550 — H. Brock, nat. sls. m. or transient residence. 
S. W. McCready, g. m.; Glenn Greenville WFBC-TV 435,768 20 Ideal headquarters. 
Nickell, sls. m. B T. Whitmire, g. m.; R. Q. 
Klamath Falls KFJI-TV—(2) Summer °56 wR Jr., sls a. 
Medford KBES-TV _— 35,200 “a ese = 
Jerold R. Poulos, m.; Edward P. sar K. McKinnon. vp. 6. m. & 
Barnett, sls. m. eoeeteahl onan f 
Portland KLOR 340,000 — | eee ee fs 
S. Jehan chile o£. m.. Jack Wae- Walter J. Brown, p. & g.m. & HOTEL 
san, loc. sis. m. f 
KOIN-TV 340,000 200 GOUEE BARSTA f : 
C. Howard Lane, v.p. & mng. d.; Florence KDLO-TV 180,136 _ ; Cl, S, ve 
John L. Palmer, ntl. sls. m. Joseph L. Floyd, p.; E. A. Nord, ie 
KPTV 356,442 400 g. m. & sis. m. (Satellite of S 
Frank J. Riordan, mng. d.: Donald KELO-TV Sioux Falls.) a MADISON AT 52ND 
Tykeson, nat. sls. m. Rapid City KOTA-TV 17,042 
Roseburg KPIC oe Leo D. Barin, ¢. m.: Jack A. Crow- Barberry Room 
: ey, ale oat 
Gene Pierce, res. m. Sioux Falls KELO -—" ee ine Where the celebrities 
PENNSYLVANIA Joseph L. Floyd, p.; E. A. Nord. . A 
o after theatre ~\querry: 
Altoona WFBG-TV 537,452 —_ ¢. m. & oe. m. a | pil 
Jack Snyder, mng. d.; George / y 
essen, Geer. a. TENNESSEE 3 K K i 
Bethlehem WLEV-TV 71,450 — Chattanooga WDEF-TV 171,366 200 SS © Wa 
Elwood C. Anderson, st.'m.: George Harold E, Anderson, g. m.: Otis H. ~ ate ~Morass< 
H. Ettele, c. m. Segler, sls. m. . 
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Set Count (Cont'd from page 117) 





City Station vVht Unf Color 
Beaumont KBMT 53,000 _ 
Randolph C. Reed, p. & g. m. 
KFDM-TV 109,000 31 
Mott M. Johnson, opr. & c. m.; 
Louis Durst, sls. m. 
Big Spring KBST-TV 48,453 _ 
William J. Wallace, p. & g. m 
John McMinn, sls. m. 
Corpus KVDO-TV 51,500 _ 
Christi L. W. “Bud” Smith, g. m.; Bob 
Williams, c. m. 
KRIS-TV—(6) Spring "36 
Dallas KFJZ-TV 510,930 _ 
(Ft. Werth) Charles B. Jordan, v.p. & g. m.: 


El Paso 


Fort Worth 
(Dallas) 
Galveston 


Harlingen 


Laredo 


Lubbock 


Lufkin 
Midland 
Odessa 


San Angelo 
San Antonio 


Sweetwater 
Temple 
Texarkana 

(Tex.-Ark.) 
Tyler 


Waco 


Weslaco 


Wichita Falls 


HOW 





May 1956, 


Dale Drake, nat. sls. m. 
KRLD-TV 564,080 250 
Roy M. Flynn, st. m.: Gene Cuny, 


ce. mM. 
WFAA-TV 


561,080 150 

Ralph Nimmons, st. m.: Mike 
Shapiro, c. m. 

KROD-TV 89,256 16 


Val Lawrence, v.p. & g. m.: Dick 
Watts. gen. sis. m. 

KTSM-TV 83,545 8 

Karl O. Wyler, p. & g. m.; Roy 
T. Chapman. om. & sis. m. 


EOsS (13) June "56 
BAP-TV 575, 200 500 
Seames Cranston, st. m.; Roy 
Bacus, ¢. m. 
KGUL-TV 445,790 


Paul E. Taft, p. & ¢. m. Robert 
S. Wilson, g. sls. m. 

KGBT-TV 81,875 

Troy McDaniel, g. m.; 
Roberts, c. m 


Ingham S. 


KGUL-TV (see Galveston) 
KPRC-TV 415,000 100 
Jack 


Jack Harris, v.p. & g. m.;: 
McGrew, asst. m. & c. m. 
KTRK-TV 485,000 360 
Willard E. Walbridze, exec. v.p. & 
g. m.: Bill Bennett, c. m. 
KHAD-TV 9,000 


Cleo E. Long, st. m.; John A. 
Snyder, sls. m. 

KLTV (see Tyler) 

KCBD-TV = 116,237 100 


Joseph H. Bryant, p. & g. m.: 
George L. Tarter. c. m. 

KDUB-TV 119,778 25 

W. D. (Dub) Rogers, p.: E. A. 
(Buzz) Hassett, nat. sls. m. 

KTRE-TV 50,150 

Richman Lewin, v.p. & g. 
Murphy Martin. sls. m. 

KMID-TV 54,000 

ar 4 amma g.m.; Lambert Cain, 


KOSA-TV 78,500 
John Vacca, st. m.; Ed Costello, 


. 


sls. m. 
KTXL-TV 44,208 _ 
J. H. Hubbard, g. .m. & sls. m 
KCOR-TV 75,000 — 
Nathan Safir, ¢. m.; Ben Tam- 
borello, sls. m. 
KENS-TV 305,153 117 


Albert D. Johnson, g. m.; Wayne 


Kearl, nat. sls. m. 
WOAL-TV 301,129 67 
James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. m. 

KPAR-TV 61,362 — 
Dan C. Guthrie, st. m.: E. A. 
(Buzz) Hassett, nat. sls. m. 
KCEN-TV 145,190 —_ 
Gene Lewis, st. m.; Burton Bishop, 

g.m. 
KCMC-TV 161,840 75 
Walter M. Windsor, g.m.; Richard 

M. Peters. nat. sis. & prom. d. 
KLTV 1 aa 
Marshall H. Pengra. gs. m. 
KCEN-TV (see Temple) 
KWTX-TV 123,000 —_ 
M, N. Bostick, v. p. & g. m.: 

John M. Brinegar, sls. m. 
KRGV-TV 74,685* as 
Byron W. Ogle. exec. d. & ¢. m.: 


Kenneth E. Markel, nat. & rgnl. 


e. m. *Plus 8.000 in Mexico. 
KFDX-TV 105,135 150 
Howard H. Fry, exec. v. p., g. m., 


& sis. m. 


STARK 
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City Station Vht Unt Color City Station vVht Unt Color 
KSYD-TV 119,734 Oak Hill WOAY-TV 357,230 
Sid Grayson, p. & g. m.; Bob Cain, (Beckley) Robert R. Thomas, Jr., o. & &. =: 
c. m. Vie Ludington, sls. m. 
Parkersburg WTAP ’ - 
UTAH Milton F. Komito, st. m.; Jerry 
salt r 13.850 110 
sL-TV eeli WTRF-TV 313, 
— ye ——- v.p. & g. = reais Robert W. Ferguson, ex. v.p. & 
Edward B. (Ted) Kimball, ¢. g. m.; H. Needham Smith, sls. 
sls. m. m. 
KTVT 203,000 175 
G. Bennett Larson, p. & ¢. m.; 
Harold Wooley, tv sls. m. WISCONSIN 
KUTV 208,336 — 
Brent Kirk, st. m. & g. sls. m Eau Claire WEAU-TV 122,560 25 
Leo ues. 5. m & c. @.; 
Richard Kepler, st. m. 
— Green Bay WBAY-TV 235,000 -_ 
Burlington WCAX-TV_ 148,886 —_ Burke Farquhar, st. m.; Robert 
Stuart T. Martin, g. m.; John A. C. Nelson, sls. m. 
Dobson, sls. m WFRV-TV 239,340 
2 Don C. Wirth, vr. & ¢.m.; Ward 
O. Gage, rgnl. sis. m. 
VERGINEA WMBV-TV (see Marinette) 
rosse K 110,000 => 
Hampton WVEC-TV (see Norfolk) ron Howard Dabl, 5. m.; Robert Z. 
Harrisonburg WSVA-TV 133,694 — Morrison, Jr., sle. m. 
Frederick L. Allman, p. & €. m.; Madison WKOW-TV 127.250 200 
Howard C. Evans, sls. m. Ben ¥. Hovel, ¢. m.; Robert 
Lynchburg WLVA-TV 308,675 — Loomer, sls. m. 
Philip P. Allen, vp. & §. m.; WMTV 129,000 —_— 
Joseph F. Wright, Jr., sls. m. Morton J. Wagner, st. m.; Peter 
Norfolk WTAR-TV 397,728 50 P. Theg, sls. m. 
Campbell Arnoux, p. & ¢. m.; WISC-TV—(3) June ’56 
Robert M. Lambe. gen. sls. m- | warinette | WMBV-TV 211,440 
wvaory —— 3 (Green Bay) Joseph D. Mackin, g. m.; ; William 
Thomas P. Chisman, p. & ¢. m.; R. Walker, tv. m. 
Harrol A. Brauer, Jr., v.p. & Milwaukee WISN-TV 782,500 
sls. d. John B. Soell, tv d.; L. A. Larson, 
Petersburg WXEX-TV 415,835 200 cm 
Irvin G. Abeloff, v.p., mng. d. & WTMJ-TV 781,222 220 
nat. sls. m.; George R. Oliviere, Walter J. Damm, g. m.; Neale V. 
loc. sls. m. Bakke, sls. m. 
Portsmouth WTOV-TV _ WwxIx 398,255 — 
A. V. Bamford. g. m. ; Winston Edmund C. Bunker, st. m.; Theo- 
Bright. c. m. dore F. Shaker, sls. m. 
Richmond = WRVA-TV Superior KDAL-TV (see Duluth, Minn.) 
Barron Howard, vp. & ¢. m. WDSM-TV (see Duluth, Minn.) 
CTV  s0s.a1t Wausau WSAU-TV 89,400 _ 
Wilbur M. Havens, st. m. & c.m.; George T. Frechette, v.p. & gs. m.; 
Walter A. Bowry, Jr., asst. st. Richard D. Dudley, asst. g. m. 
" ore asst. =. & ec. m. 
, 7—(29) June *56 Yhitefish Bay WITI-TV 
Roanoke os. — —— J. I. Meyerson, g.m.; William E. 
Ray P. Jordan, mng. d.; John W. McC*enahan, asst. sls. m. 
Harkrader, asst. mng. d. & . 
ec. m. 
WSLS-TV 137,875 100 
James H. Moore, ex. v.p.: Horace WYOMING 
Fitzpatrick, asst. & c. m. 
Cheyenne KFBC-TV 49,000 een rm 
> 2.3 arles P. 
WASHINGTON —. 
Bellingham KVOS-TV 228,583 — 
Rogan Jones, p.; Fred Elset agen, 
. mn. ALASKA 
Pasco KEPR-TV 60,400 7 Anchorage KENI-TV 23,000 _ 
Thomas C. Bostic, v.p. & ¢. Alvin O. Bramstedt, g¢.m.; James 
H. R. Cary, sls. m. (Satellite « a G. Duncan, sls. m. 
KIMA-TV, Yakima) KTVA 21, = 
Seattle KING-TV 500,500 322 ; A. G. Hiebert, g. m. 
(Tacoma) Otto P. Brandt, v.p. & ¢. m.; A. Fairbanks KFAR-TV 8,600 — 
P. Hunter, c. m. James G. Duncan, g. m. & chf. 
KOMO-TV 500,500 322 engenr.; Phil Howarth, sls. m. 
W. W. Warren, ex. v.p. & g. m.; KTVF 8,600 — 
Bill Hubbach, ¢. sls. m. Walter A. Welch, m.; John A. 
KTNT-TV 500,500 322 Griffin. c. m. 
Len Higgins, m.; Larry Carino, Juneau KINY-TV 
c. m. Wm. J. Wagner, g.m.; Joe Man- 
KTVW 196,742 — | gan, sls. m. 
William Veneman, ¢. m.; Robert 
Kilpatrick, c. m. | 
Spokane KHQ-TV 166,950 60 | 
Richard ©. Dunning, p. & €. m.; HAWAII 
oe Me ES | Hilo KHBC-TV —__ 90,175 — 
BREMTV 172,786 150 | J. Howard Worrall, p. (Satellite 
Louis Wasmer, owner; Robert H. | of KGMB-TV, Honolulu) 
mates “xonene 7 Honolulu KGMB-TV 90,175 _ 
R " Melvin B. Wright, m. 
ichard E. Jones, v.p. & ¢. m. KONA 87,000 — 
James Agostino, sls. m. John D. Keating, g. m.; James 
Tacoma KTNT-TV (see Seattle) } W. Spencer. nat. sls. m. 
(Seattle) KTVW (see Seattle) KULA-TV 78,000 a 
Yakima KIMA-TV 60,400 - Jack A. Burnett, exec. v.p. & 
(Pasco) Thomas C. Bostic. v.p. & g.m.: g. m.: M. Franklyn Warren, 
H. R. Cary, els. m. g. sls. m. 
| Wailuku KMAU - one s as —- 
y ‘ | J. Howard Worrall, p. atellite o 
a aan aes KGMB-TV, Honolulu) 
reser , 2 9 pos 
Bluefield WHIS-TV 704,841 bsg _ y gee F Richard E 
P. T. Flanagan, st. m.; John | "ean ob it ; 
Shott, sls. m. | = — ‘ 
Charleston WCHS-TV 498,381 150 | 
John T. Gelder, Jr., g. m.; John PUERTO RICO 
L. Sinclair, Jr., sls. m. | 
WHTN-TV (see Huntington) Mayaguez WORA-TV 25.000 
WSAZ-TV (see Huntington) | 2 Alfredo R. de Arellano, Jr., p. & 
Clarksburg WBLK-TV—(12) Spring ’56 g. m.: Reinaldo M. Dupont, 
Huntington WCHS-TV (see Charleston) | asst. m. & c. m. 
WHTN-TV 203,000 20 San Juan WAPA-TV_ 100,000 _— 
Fred Weber, p. & nat. sls.; George | David H. Polinger, g.m.; Camilo 
A. Miller, loc.-rgnl. sls. m. | Fratice‘li, sls. m. 
WSAZ-TV 650,896 300 WKAQ-TV 75.000 _ 
Lawrence H. Rogers II, v.p. & Rafael Deleado Marquez, ¢. m.; 


g. m.; Robert E. White, sls. m. 


Jorge Luis Rivero, sis. m. 





lor 
at (Continued from page 41) 
a7 
110 
x 26 Florida Citrus Comm. 
27 Motorola, Inc. 
28 Peter Paul, Inc. 
29 Chrysler Corp. 
bss 30 Esso Standard Oil Co. 
- 31 R. J. Reynolds Tob. Co. 
.rd 32 Helaine Seager Co. 
33 _B. T. Babbitt Co., Inc. 
%. 34 Minute Maid Corp. 
00 35 Helena Rubinstein, Inc. 
ert 
ter 36 Shell Oil Co. 
37 Johnston & Johnston 
am 38 Better Living Enterprises 
ees 39 P. Ballantine & Sons 
20 40 Toni Company 
= 41 Northern Paper Mills 
42 Pepsi Cola Co./Bottlers 
43 J. A. Folger & Co. 
a: 44 Grove Laboratories, Inc. 
25 45 Corn Prods. Refining Co. 
E. 
46 Chesebrough-Ponds, Inc. 
47 Piels Bros., Inc. 
_ 48 Tea Council of U.S.A. 
P. 49 CBS-Columbia 
50 Seven-Up Co./Bottlers 
8 51 General Baking Co. 
= 52 Lever Brothers Co. 
pe 53 Sales Builders, Inc. 
| 54 Plough, Inc. 
_ 55 Stokely-Van Camp, Inc. 
56 E.1. Du Pont de Nemours 
57 CVA Corp. 
58 Falstaff Brewing Corp. 
ite 59 General Mills, Inc. 
as 60 Safeway Stores, Inc. 
a 61 Wildroot Co., Inc. 
‘& 62 Petri Wine Co. 
a 63 Benrus Watch Co. 
ot 64 Radio Corp. of America 
- 65 Socony-Mobil Oil Co. Inc. 
66 Carter Products, Inc. 
67 Sunshine Biscuit Co. 
& 68 Salada Tea Co., Inc. 
a 69 Pillsbury Mills, Inc. 
lo 70 H.J. Heinz Co. 
7 71 San Fran. Brewing Corp. 








Spot Network 


$598,500 
592,200 
567,900 
558, 100$5,355,800 
553,600 


550,100 3,599,800 
522,500 
492,500 
466,700 
466,600 


58,200 


464,800 
454,600 
453,900 
446,700 
436,800 1,502,200 


425,600 


430,400 
428,000 
424,300 
419,000 
417,300 


243,800 
202,400 


414,700 
407,900 
403,300 
401,000 
399,600 


336,855 


452,400 
141,900 


395,200 
394,100 2,236,300 
368,300 


367,000 
364,500 
356,700 345,300 
355,200 
354,900 86,200 


349,800 2,902,200 
343,700 


341,300 
337,200 
324,300 
323,300 
320,500 


436,809 


319,200 
315,900 
308,600 
306,100 1,493,700 
304,000 


284,200 
748,000 


300,600 





79 


91 
92 
93 
94 
95 


97 
98 
99 
100 


101 
102 
103 
104 
105 


106 
107 
108 
109 
110 


Top Spot Television Advertisers, Fourth Quarter 1955 


Avon Products, Inc. 
Pabst Brewing Co. 
Armour & Co. 

Great A & P Tea Co. 


Borden Co. 
Comm. Solvents Corp. 


Theo. Hamm Brewing Co. 


Wesson Oil & Snow Drift 
Lee Ltd. 


Pacific Tel. & Tel. Co. 
Pacific Coast Borax Co. 
Standard Brands, Inc. 
New York Telephone Co. 
Brewing Corp. of Amer. 


Anheuser-Busch, Inc. 

P. Lorillard & Co. 
Beechnut Packing Co. 
Los Angeles Brewing Co. 
E. & J. Gallo Winery 


American Home Foods 
Hawley & Hoops, Inc. 
Whitehall Pharmacal Co. 
Bristol-Myers Co. 
Proctor Electric Co. 


Hills Bros. Coffee, Inc. 
American Chicle Co. 
Brown Shoe Co. 

Best Foods, Inc. 


Cantrell & Cochrane Corp. 


American Bakeries Co. 
Jacob Ruppert Brewery 
Pharma-Craft Corp., Inc. 
Liebmann Breweries, Inc. 


Eastern Guild 


Pharmaceuticals, Inc. 
U. S. Tobacco Co. 
Smith Brothers, Inc. 
Armstrong Rubber Co. 
Charles Antell, Inc. 


Mrs. Tuckers Foods 
Albers Milling Co. 
Griffin Mfg. Co. 


Ratner Promotions 


Rayco Mfg. Co. 


Ward Baking Co. 
S. F. Whitman & Son 
Lewis Food Co. 


Spot Network 


$296,700 
294,200 
289,500 
286,800 


$310,800 
709,800 


286,200 975,500 
286,100 
274,200 
267,200 


266,200 


207,700 


265,700 
265,500 
265,100 
265,000 
264,800 


631,000 


263,000 363,200 
260,900 1,295,900 
258,300 = 120,700 
258,300 
256,800 
254,600 94,800 
253,700 

252,300 3,142,400 
252,300 1,460,200 
251,900 


104,600 
563,000 


250,200 
247,400 
246,800 
241,300 
240,300 


312,900 


236,800 
236,000 
230,800 
229,400 
227,300 


226,800 
224,300 
220,000 
220,000 
217,800 


232.000 


421,609 
856.000 


214,200 
208,600 
208,500 
207,700 
203,900 


201,900 
200,400 
199,100 


(Continued on page 120) 
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119 
120 


121 
122 
123 
124 
125 


126 
127 
128 
129 
130 


131 
132 
133 
134 
135 














































136 
137 
138 
139 
140 


141 
142 
143 
144 
145 


146 
147 
148 
149 
150 


151 
152 
153 
154 
155 


156 
157 
158 
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Ludens, Inc. 
Phillips Petroleum Co. 


S. S. Kresge Co. 
National Brewing Co. 
Monarch Wine Co., Inc. 


F & M Schaefer Brew. Co. 


Libby, McNeil & Libby 


Paper-Mate Co., Inc. 
Langendorf United Bak. 
Burlington Mills Corp. 
Carnation Co. 
Converted Rice, Inc. 


Standard Oil Co. of Ohio 
General Electric Co. 

Standard Oil Co. of Ind. 
Sealy Mattress Co./Dirs. 


Mars, Inc. 


Mennen Co. 
Duffy-Mott Co. 
United Vintners, Inc. 
National Carbon Co. 
Cream of Wheat Corp. 


V. La Rosa & Sons, Inc. 
Household Finance Corp. 
Norwich Pharmacal Co. 
Drewrys, Ltd. 

Thomas J. Lipton, Inc. 


Quailty Bakers of Amer. 
Penick & Ford, Ltd. 
Hudson Pulp & Paper Co. 
Greyhound Corp. 
Jackson Brewing Co. 


Hazel Bishop, Inc. 
General Cigar Co. 
Simmons Co./Dealers 


Coats & Clarks Sales Corp. 
Lucky Lager Brewing Co. 


Green Giant Co. 
Kroger Co. 
Paxton & Gallagher Co. 


Alliance Mfg. Co. 
American Oil Co. 
American Stores Co. 
American Sugar Refining 
Atlantic Refining Co. 


Avoset Company 
Mrs. Baird’s Bakery 


Spot 
$194,100 
193,600 


192,300 
191,800 
189,100 
188,600 
186,900 


185,800 
184,400 
184,100 
183,500 
182,600 


182,600 






















Spot Advertisers (Continued from page 119) 


Network 


742,800 


664,300 
67,900 


182,500 2,029,400 


182,100 
181,700 
181,200 


180,100 
176,300 
174,800 
173,600 
172,700 


169,600 
167,000 
166,900 
166,300 
164,400 


160,300 
157,500 
157,500 
155,100 
150,800 


148,600 
148,600 
147,700 
147,400 
147,200 


143,700 


143,500 
142,700 


Bardahl Oil Co. 


129,800 
200,400 


490,100 


148,700 


126,400 


237,000 


292,500 
314,600 


Bavarian Brewing Co. 


Blatz Brewing Co. 


Blue Plate Foods, Inc. 
Blumenthal Bros. Choc. Co. 
Breyer Ice Cream Co. 
Castro Convertible Co. 


Alphabetical List of TV SPOT ADVERTISERS Ranking From 201-300; Expenditures From $117,180-$65,250 


Spot Network 
159 Leslie Salt Co. $142,600 
160 International Milling Co. 139,500 
161 George Wiedeman Brew. 137,800 
162 Bond Stores, Inc. 137,300 
163 Drackett Co. 136,400 
164 Standard Milling Co. 134,000 
165 Buitoni Products, Inc. 133,800 
166 Gunther Brewing Co. 133,800 
167 S.A.Schonbrunn &Co., Inc. 133,600 
168 Northwest-Orient Airlines 133,600 
169 Glamorene, Inc. 132,500 
170 G. Heileman Brewing Co. 131,200 
171 Zonite Products Corp. 130,900 
172 Stroh Brewing Co. 130,500 
173. Malt-O-Meal Co. 130,300 
174 Deering Milliken & Co. 129,800 
175 U.S. Industrial Chem. 129,500 
176 W.F. McLaughlin & Co. 129,000 
177 Holsum Baking/Bakeries 127,000 
178 Casco Products Corp. 126,200 
179 Bank of America 126,200 
180 Gordon Baking Co. 125,800 
181 Pfeiffer Brewing Co. 124,900 
182 Rival Packing Co. 124,000 
183 B.C. Remedy Co. 123,600 
184 Seeman Brothers, Inc. 123,400 
185 Montgomery Ward & Co. 123,300 
186 Morton Packing Co. 123,200 
187 Canada Dry Co./Bottlers 123,000 
188 National Enterprises, Inc. 123,000 
189 Wm. B. Reily & Co., Inc. 122,900 
190 Monsanto Chemical Co. 122.800 332,635 
191 Emerson Drug Co. 122,700 150,600 
192 Jos. E. Schlitz Brew. Co. 122,200 608,300 
193 Bostwick Laboratories 122,200 
194 Simoniz Co. 122,100 446,000 
195 New England Confect. 120,000 
196 D-Con Co. 119,400 
197 Speed Queen Corp. 119,100 
198 Bayuk Cigar Co. 117,900 
199 Assoc. Hospital Service 117,200 
200 Ralston-Purina Co. 117,200 559,700 
Chesapeake & Potomac Tel. Duquesne Brewing Co. 
Foremost Dairies, Inc. 
Chock-Full-O Nuts 42 Products Limited 
Jim Clinton Clothing Stores Frito Company 
Continental Oil Co. 
Cunningham’s Drug Store GHP Cigar Company 
Helene Curtis Industries General Electric Supply 
Duncan Coffee Co. General Petroleum Corp. 
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General Tire and Rubber Co. 
Gold Seal Co. 


Griesedieck Bros. Brewing Co. 
Griesedieck West Brew. Co. 
Grocery Store Products Co. 
Haberele Congress Brewing 
International Cellucotton 


Interstate Bakeries 

Gerold O. Kay and Associates 
Keebler-Weyl Baking Company 
Kitchen Arts Foods, Inc. 

Kraft Foods Company 


G. Krueger Brewing Co. 
Labor Savers, Inc. 
Lo-Calory Food Co. 
Lone Star Brewing Co. 
M. J. B. Company 


Magna Engineering Corp. 
Oscar Mayer & Co. 
Miller Brewing Company 
Mission-Pak 

John H. Morrell & Co. 


Motorola Distributors 

C. F. Mueller Co. 
Naragansett Brewing Co. 
National Airlines, Inc. 
National Dairy Products 


Nationwide Insurance Co. 
Nehi Corporation/Bottlers 
Ohio Bell Telephone Co. 
Ohio Oil Co. 

Pan-Am Southern Corp. 


Mrs. Paul’s Kitchen 
Pearl Brewing Corp. 
Dr. Pepper Co./Bottlers 
Pepperidge Farm, Inc. 


Power Products, Inc. 


Pure Oil Co. 

Quaker City & Conf. Co. 
Rath Packing Co. 
Redco Corporation 
Reddi-Wip Mfg. Co. 


Remington-Rand, Inc. 
Richfield Oil Corp. 

Rev. Oral Roberts 
Roto-Broil Corp. of America 
S.0.S. Company 


Schoenling Brewing Co. 
Seabrook Farms, Inc. 
Sears Roebuck & Co. 
Seeck and Kade, Inc. 
Sinclair Refining Co. 


Slenderella Company 


Southern Bell Telephone Co. 
Speedway Petroleum Corp. 
Standard Brewing Co. 


Standard Oil Co. of Calif. 


Stegmaier Brewing Co. 
Swift & Co. 
Taylor-Reed Corp. 
Tenilhist Co. 

S. B. Thomas, Inc. 


Toy Mfgrs. of the U.S.A. 
U. S. Rubber Co. 
Walgreen Co. 

L. E. Waterman Pen Co. 
West End Brewing Co. 


Western Airlines, Inc. 
Wine Growers Guild 
William Wrigley, Jr., Co. 
W. F. Young, Inc. 
Zenith Radio Corp. 


Alphabetical List of TV SPOT ADVERTISERS Ranking From 301-400; Expenditures From $64,510-$40,080 


Abbotts Dairies, Inc. 
Adell Chemical Co. 
Affiliated Super Markets 
American Brewery, Inc. 
American Motors, Corp. 


American Tobacco Co. 
Atchison, Topeka & Santa Fe 
Barton Mfg. Co. 

Beatrice Food Co. 

Bekins Van & Storage Co. 


Bill Benton Clothes 
Big Bear Markets 
Bowman Biscuit Co. 
J. B. Branscombe Co. 
Burger Brewing Co. 


Burma-Vita Co. 

Burrus Mills, Inc. 
Cargill, Inc. 

Chattanooga Medicine Co. 
Colonial Baking Co. 


Colonial Stores, Inc. 
Cook Paint & Varnish Co. 
Crown Zellerbach Corp. 
B-X Sunray Oil Co. 


Delta Airlines, Inc. 


Reuben H. Donnelly Co. 
Drug Research Corp. 
East Ohio Gas Co. 
Eastco, Inc. 

Albert Ehlers, Inc. 


Jose Escalante & Co. 
Ex-Lax, Inc. 

Fairmont Foods Co. 

Fanny Farmer Candy Shops 
Fels & Co. 


Fisher-Price Toys, Inc. 

Great Northern Railway Co. 
Groveton Papers Co. 
Hammer Brewing Co./Retilers 
CHR. Hansens Laboratory 


Hollywood Brands, Inc. 
Hood Chemical Co. 
Humble Oil & Refining Co. 
Illinois Bell Telephone 
Ivano, Inc. 


Keebler Biscuit Co. 
Kendall Foods, Inc. 
Kilpatricks Bakeries 
Kiwi Polish Co. 
Knudsen Creamery Co. 


John Labatt Ltd. 
Lance, Inc. 
Lan-O-Sheen, Inc. 

Little Crow Milling Co. 
Magnolia Petroleum Co. 


Martin Window Co. 
Michigan Bell Telephone 
National Food Club 
Nuhoff Packing Co. 


North American Airlines 


Northern Pacific Railroad 
Northwestern Bell Telephone 
Olympia Brewing Co. 

Henry F. Ortlieb & Co. 


Peoples Gas, Light & Coke Co. 


Phillips Packing Co., Inc. 
Pio Wine Co. 

Pittsburgh Brewing Co. 
Quaker Oats Co. 

Radiart Corp. 


Redi-Magic Milk Shake Mix 
Revlon Products, Inc. 
Rexall Drug Co./Dealers 
Richmond Bros. Co. 

Adam Scheidt Brewing Co. 


G. Schmidt & Sons, Inc. 
Scott Paper Co. 

Seapak Corp. 

Selchow & Richter 

Serta Assoc., Inc./Dealers 


R. E. Spriggs Co. 

Storz Brewing Co. 

Sun Ray Drug Co. 

Sweets Co. of America, Inc. 
Tetley Tea Co., Inc. 


Texize Chemical Co. 
Tidy House Products Co. 
Top Pop Products Co. 
Top Value Enterprises 
Toy Guidance Council 


Union Pacific Railroad 
United-Whelan Stores Corp. 
Westinghouse Electric Corp. 
White King Soap Co. 
Whitehouse Co. 


J. B. Williams Co. 
Williamson Candy Co. 
Williamson-Dickie Mfg. Co. 
Wine Advisory Board 
Wise Potato Chip Co. 


Alphabetical List of TV SPOT ADVERTISERS Ranking From 401-500; Expenditures From $40,070-$27,100 


Allegheny County Democrat 
American Brewing Company 
American Dairy Association 
Anchor San. & Amer. Heating 
Arizona Brewing Company 


Bell Bakeries Incorporated 
Bell Telephone Co. of Penn. 
Boyle-Midway Incorporated 
Brillo Manufacturing Co. 
Brown & Haley 


E. L. Bruce Co. 


Burry Biscuit Corp. 

Charmin Paper Mills 

Chesty Foods, Inc. 

Coffee Time Products of America 


Allen B. Du Mont Labs. 
Eastern Air Lines, Inc. 
Easy Ad Company 
Electrical Institute 
Emerson Radio & Phono. 


E-Z Mills, Inc. 
First Federal Saving & Loan 


Fitzgerald Brothers Brewing Co. 


Genessee Brewing Co. 


James C. Gill Co. 


Gillette Co. 

Glamur Products Incorporated 
Godchaux Sugars Incorporated 
Goebel Brewing Co. 

Martin L. Hall Co. 


Hekman Biscuit Co. 
Charles E. Hires Co. Bott. 
Hi-V Corp. 


H. P. Hood & Sons, Inc. 


Imperial Sugar Co. 


Independent Grocers All. 
In-Sink-Erator Manufacturing Co. 
Instant Grip Co. 

Jenney Mfg. Co. 

Jewel Tea Co., Inc. 


Kay Jewelry Co. 
Knomark Mfg. Co. 
Lanvin Parfums, Inc. 


(Continued on page 122) 
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Spot (Cont'd from page 121) 


H. W. Lay & Co. 
Lee Optical Co. 


Louisiana State Rice Mill 
Lyon Van & Storage Co. 
Manchester Hosiery Mills 
Manhattan Soap Co. 

Marcal Paper Mills, Inc. 


Marlun Manufacturing Co. 
Martin Oil Co. 

Maryland Pharmaceutical 
Md.-Va. Milk Producers 
McKesson & Robbins, Inc. 


Merchants Biscuit Co. 
Mid-Continent Petroleum 
Milner Products Co. 
Minneapolis Brewing Co. 
Motorists Mutual Ins. Co. 


Murphy Prods. Co. 

New England Tel. & Tel. Co. 
New Jersey Telephone Co. 
New York Central Railroad 
Nicolay-Dancey, Inc. 


Nissen Baking Co. 
O-Cedar Corp. 

Ohio Provision Company 
Omar, Inc. 


Ore.-Wash.-Calif. Pear Bureau 


Parker Pen Company 
Perkins Products Company 
Petersen Baking Co. 
Charles Pfizer Co., Inc. 
Regal Amber Brewing Co. 


Rosefield Packing Co. 

S.S.S. Company 

W. Schluderberg-T. J. Kurdle 
Jacob Schmidt Brewing Co. 
Signal Oil Co. 


Skelly Oil Co. 


F. H. Snow Canning Co. 


Southwestern Bell Telephone Co. 


Special Foods, Inc. 
I 
Standard Food Markets 


Sterling Breweries, Inc. 
Strietmann Biscuit Co. 
Stroehmann Bros. 
Studebaker-Packard Corp. 
Sun Drug Co. 


Spot (Continued from page 109) 


B. T. Babbitt Co. is currently com- 
pleting a second saturation campaign 
this year in about 70 markets for 
Bab-O. During the final months of 
1955 the company spent $492 thousand 
in spot. Frank Howlett of Dancer- 
Fitzgerald-Sample Co., New York, is 
the timebuyer. 

Minute Maid Corp., Florida divi- 
vision, is currently getting a campaign 
underway for its Hi-C, canned car- 
bonated fruit drink. Grace Rauworth, 
J. R. Pershall Co., Chicago, is the 
timebuyer. During the last quarter of 
1955 the parent company spent $466 
thousand in spot. 

Helena Rubenstein, Inc. continues 
an active user of spot tv. The TvB 
total for three months is $466 thou- 
sand. Martin Kane of Ogilvy, Benson 
& Mather, N. Y., is the timebuyer. 

Shell Oil Co. is operating on a 
television budget of approximately the 
same amount as that used in 1955. 


During the last quarter of that year 
the company spent $464 thousand on 
spot. Joe Barker, J. Walter Thompson 
Co., N. Y., is the timebuyer. 

Toni’s heavy schedule, mostly placed 
on a 52-week basis, was recently rein- 
forced with a buy of 20’s in 50 mar- 
kets. Schedule features Pamper (Helen 
Davis of Clinton Frank is the time- 
buyer); Toni Home Permanent 
(Armela Selsor, North Advertising, is 
the timebuyer); White Rain (Don 
Grasse, Tatham-Laird, is the time- 
buyer). 

Pepsi-Cola Bottlers are planning a 
bigger campaign than ever before as 
warm weather approaches this year. 
In the final quarter of 1955 the soft 
drink firm spent $428 thousand on 
spot tv. 

J. A. Folger & Co. is active for both 
teas and coffees. The figure for the 
final quarter came to $424 thousand. 
William White, Cunningham & Walsh 
Inc., New York, is the timebuyer. 

Grove Laboratories, most active dur- 


WSB-TV Ante-Bellum Mansion 
What appears to be an ante-bellum mansion at the intersection of Peach- 
tree and West Peachtree Streets in Atlanta is actually the new home of 


the Cox stations, WSB-TV and WSB. 


A front view of the site shows a building with eight Doric columns, a 
Georgian brick facade and a landscaped lawn that retains its century-old 


trees. Interiors adhere to the same elegant scheme, with carved wood panel- 
ing, cherry-red carpets and red velvet drapes. Executive offices seem like 


libraries and one room — with plants, statuary and a skylight — becomes 


an indoor garden. 


Behind the semblance of Old South ease, however, is an industrially 


designed broadcasting plant, equipped for up-to-the-minute operation. In 
one wing of the main floor are executive offices, reception areas and the 


like. In a functionally separate section are two large tv studios, four radio 


studios (one of which can be converted for client meetings), a film projec- 


tion room and master controls. In another section are equipment rooms, 


storage areas, a talent workroom and a cafe-like refreshment lounge for 


employes. 


At the rear of the new building is an older structure, originally wsB 


studios and transmitter, but now converted into an engineering-carpentry 


department. Specially built scenery carts, pulled by an industrial truck, 


carry scenery to the main building. 


The key feature of the building’s plan is a corridor, extending north from 


: : the lobby staircase to the rear entrance. Business visitors, who once had to 
Sunbeam Corp. il . ff : d or find th . t 
Vic Tanneys Gym call at WSB-TV offices in a downtown hotel, now find the executive section 


Tidveatar Assotiaaed Oil easily accessible from the front lobby. The viewing public, also entering 


Turn-A-Bed Company through the front, can go directly through the lobby to glassed-in audience 
Utility Appliance Corp. sections overlooking the studios. Employes, talent and service personnel can 
p>, Mh enter from an adjacent parking lot, however, and reach their work areas 
br ge tt eld from the rear — without interruption or interference. Mail and film-receiv- 
AS Siig OM ing departments are also near the service door, as is the switchboard so that 
Welch Grape Juice Co. 


Westinghouse Electric Supply 


operators can keep easy track of personnel whose hours are irregular. 
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ing the cold season, spent $419 thou- 
sand during the last quarter of 1955. 
Jean Gibbon and Betty Nasse, Dowd, 
Redfield and Johnstone, N. Y., are 
the timebuyers. 

As a result of test campaigns con- 
ducted during the last quarter of 1955 
when the company spent $417 thou- 
sand in spot tv, Corn Products Re- 
fining Co. is expected to launch greatly 
expanded television drives. Products 
for which promotion is planned in- 
clude Now, a cake frosting mix, and 
Zuma, a salad dressing mix. Driscoll 
Simmons, C. L. Miller Co., N. Y., is 
the timebuyer. 

Chesebrough-Ponds, Inc., always a 
big spot spender, bought time valued 
at $414 thousand during the final 
quarter of last year. They are con- 
tinuing heavy use of television. 

Piel Bros. which spent $408 thou- 
sand in the last three months of 1955, 
is placing its Harry and Bert commer- 
cials in a number of markets. It is also 
sponsoring the CBS Television Film 
series, San Francisco Beat, in Hart- 
ford, Ziv’s A Man Called X in Sche- 
nectady and a 10-minute news show 
in Albany. 

Expanding distribution will call for 
Joe Lincoln 
of Young & Rubicam, is the timebuyer. 

CBS-Columbia, which used $401 


thousand for spot in the last quarter, 


even further purchases. 


is beginning an extensive campaign for 
its new models. Henry Peterson at 
Ted Bates & Co. is the timebuyer. 
Seven-Up Co. has renewed its MCA- 
TV series, Soldiers of Fortune, for an- 
other 26 episodes which will begin this 
fall. During the last quarter the com- 
pany $399 thousand in spot. 
J. Walter Thompson Co., Chicago, is 


spent 


the agency. 

General Baking Co. is using ID’s 
and 20’s in a number of markets. Dur- 
ing the last three months of the year 
spent $395 thousand in 


Art Beria, BBDO, is 


the baker 
national spot. 
the contact. 

Bros. 


many of its products in spot tv. Dur- 


Lever continues active for 
ing the last quarter of 1955 the firm 
spent $394 thousand. 


for Imperial Margarine is being ex- 


Its campaign 


Penny Simmons of 
Foote, Cone & Belding is the time- 
buyer. 


panded steadily. 


Wisk, a new liquid laundry 
detergent, is also being promoted in 





new markets. Hope Martinez at BBDO 
is the timebuyer. The campaign for 
Dove is approaching a nationwide 
basis. Ann Janowicz of Ogilvy, Ben- 
son & Mather, N. Y., is the buyer. 

Stokely-Van Camp is expanding its 
use of tv at a steady pace. During the 
final quarter of 1955 it spent $364 
thousand in the medium. 

CVA Corp., subsidiary of the Schen- 
ley Corp. and maker of Roma Wine, 
now has schedules running in a num- 
ber of principal markets. Total spent 
during the final quarter of 1955 came 


to $322 thousand. 
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Falstaff Brewing Corp. continues to 
present its Falstaff Celebrity Theatre, 
a Screen Gems syndication, in a large 
number of markets. During the final 
quarter of 1955 the brewery spent 
$354 thousand on spot tv. 
Neville of Dancer -Fitzgerald-Sample, 
N. Y., is the timebuyer. 

Safeway Stores is using more tele- 


James 


vision. TvB’s last quarter estimates 
show the company spent $343 thousand 
in spot. 

The Wildroot Co. is buying an- 
nouncements 


adjacent to baseball 


games promoting its Formula #2. 












representing 
RADIO 
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TELEVISION 


national 
advertising 
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This is not aKPIx program! 


It’s a KQED program—originating from KPIX 
studios. And thereby hangs a tale. 

KQEDis San Francisco’s education station. KPIX 
aided and cooperated in its fund-raising campaign. A 
KPIX transmitter put it on the air. KPIX pro- 
duced its entire first week’s programming. Trained 
its personnel. Loaned cameras and other equipment. 
Contributed film. Assisted in production, program- 
ming and engineering. Even today, two of KQED’s 


educational programs originate on alternate weeks 
from KPIX studios. 

Why? As a public service to the Bay Area. Like 
all WBC stations, KPIX believes that the station 
serving its community best, serves its advertisers 
best. Community acceptance, we call it. Sales of 
KPIX-advertised products show we have it. Want 
your share? Call Lou Simon, KPIX Sales Manager, 
or your nearest Katz Representative. 


In San Francisco, No Selling Campaign is Complete Without the WBC Station 


KRPpPIs Channel 5 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 
BOSTON—W8BZ+WBZA 
PITTSBURGH—KDKA 
CLEVELAND —-KYW 
FORT WAYNE—wWOwWO 
PORTLAND—KEX 


KPIX REPRESENTED 


TELEVISION 
BOSTON—WBZ-TV 
PITTSBURGH —KDKA-TV 
CLEVELAND —-KYW-TV 
SAN FRANCISCO -KPIX 


BY THE KATZ AGENCY. INC 


ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD. INC. 
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In the picture 


Hamilton Shea (1) resigned as general manager 
of wrca-tv-am New York to share ownership of wsva- 
tv Harrisonburg, Va., with Transcontinent Televi- 
sion. He is succeeded as head of the New York out- 
lets by NBC vice president Thomas B. McFadden 
(r) who, at 39, is a 22-year veteran of NBC service. 
Heretofore head of NBC Spot Sales, McFadden yields 
that office to John H. Reber (c) who has been 
director of tv sales. McFadden’s promotion is for his 





“outstanding leadership.” 


The appointment of Alan W. Livingston as president of Kagran Corp. comes at a time 
when this wholly-owned subsidiary of NBC is broadening its functions. Mr. Livingston joins 
Kagran after resigning as executive vice president of Capitol Records Inc., with which he has 
served since 1945. In addition to handling NBC Television Films and subsidiary rights for 
top network properties and personalities, Kagran also will handle the new NBC Theatrical Div., 
which will direct operations of both the touring NBC Opera Company and the NBC Television 
Opera Theatre. Mr. Livingston, a native of McDonald, Pa., was born in 1917. He started his 
business career following graduation from Wharton School of Commerce, U. of Pennsylanvia, 
in 1940. After war service, Mr. Livingston went to Capitol. He is married to movie-tv star 
Betty Hutton. 





That Leo the MGM lion is eyeing further forages into television was clearly indicated by the 
appointment of Charles C. “Bud” Barry to set up and manage a tv department for the 
Hollywood studios. Mr. Barry, most recently with the William Morris agency, New York, is 
expected to help channel tv preduction between New York and California, as well as play a 
lead role in packaging MGM feature films when they are released for tv. Previously, Bud 
Barry was NBC vice president in charge of tv and radio programming, a post he had also held 
at ABC, having started there when it was still NBC’s Blue network. He had gone into broad- 
casting in 1937 as an announcer in Washington, stepping into executive posts via night 
managership of wRc and WMAL, same city. He has also been special NBC representative on 





the Willkie campaign trains, special presidential announcer for the late FDR. 


Lester A. Weinrott brings a wealth of experience in television, radio and advertising to 
his new post as executive vice president in charge of sales and programming at Kling Film wr 
Enterprises, Inc. He joins Kling after serving as executive producer for CBS in Chicago, 
where Kling reports he created the award-winning programs This Is the Midwest and Eye on 
Chicago. Before that, Mr. Weinrott was director of television for Ted Bates & Co. in New York. 
Kling, a Chicago firm with studios both there and in Hollywood, produces film commercials 
and film packages for tv, as well as feature-length productions. Under Mr. Weinrott’s direction, 
additional film services for business and industry are planned. Mr. Weinrott was born in 
Moline, Ill.. and attended the U. of Illinois. He was a pioneer in radio “soaps,” and during the 
war wrote, directed and produced the Air Force series, America in the Air. 





New duties as general sales manager of Guild Films have been assumed by Arthur Gross, 
who has been associated with the television producing and distributing company almost from 
its inception. Before signing on with Guild in 1952, Art Gross was account executive for Emery 
Frank Advertising and the Paul Smallen agency. Later, he became promotion manager for 
Skouras Theatres. Art is well known among station managers and agency executives for, before 
entering the sales division of Guild, he served as director of client relations, winning many 
awards from trade groups for the service program he originated there. A native of Montreal, 
he is also an alumnus of McGill University there and, during the second world war, served 
overseas with the Canadian armed forces. Now a resident of New York, he is focusing his 





company attention on Guild’s new Here Comes Tobor series. 
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In the picture 


Alfred H. Kirchhofer started as a journalist when he joined the Buffalo Evening News in 
1915, and he’s been there ever since, serving in many capacities. One is as editor. Another is 
as executive vice president. A third is director. His newest is as president-director-secretary of 
WBEN-tv-am-fm, the newspaper-owned stations. Yet the broadcasting end is not new to Mr. 
Kirchhofer, for he’s been a WBEN v.p. ever since its first broadcast in 1930. The station’s new 
chief executive has also been in on national political events of importance when, for example, 
he was director of publicity for both the Hoover and Landon presidential campaigns. He also 
helped out on broadcast activities in 1932 as a member of the GOP’s newspaper-radio commit- 
tee. Always a working journalist in the meantime, Mr. Kirchhofer is also a past president of 


the National Press Club. 


WHAM-tv-am-fm Rochester, formerly owned by the Stromberg-Carlson Broadcasting Co., a 
division of General Dynamics Corp., has new owners: Transcontinent Television Corp. of 
Buffalo and the General Railway Signal Co., a manufacturer prominent in Rochester. Trans- 
continent is a young company, incorporated last January to buy and operate television stations 
on a national and international basis. Its president, David C. Moore, formerly was a national 
divisional sales manager for IBM and resigned as a special assistant to the Assistant Secretary 
of the Air Force to form his company. Board chairman is Paul A. Schoellkopf Jr., vice presi- 
dent and director of Schoellkopf, Hutton and Pomery, New York investment banking firm. 
“We are very happy,” Mr. Moore said, to continue operating WHAM with William Fay as 
president and with the stations’ same public-service policy. 


His resignation as RKO Teleradio Pictures vice president in charge of the television film 
division has been submitted by Dwight M. Martin so he can assume the board chairmanship 
of Modern Broadcasting Co. of Baton Rouge, Inc., owner and operator of WFAB-tv-am-fm, 
same city. Mr. Martin was initially an attorney, practicing privately in Cincinnati, but was 
wooed into corporate service in 1946, ultimately becoming a vice president of the Crosley 
Broadcasting Corp. He left that post in 1952 when, becoming associated with Thomas F. 
O’Neil interests, he joined General Teleradio as head of its tv film division. His title changed, 
of course, when General Teleradio purchased RKO Radio Pictures to become the first company 
to join television-radio-motion picture operations under one corporate roof. Mr. Martin, the 

father of three, assumes his Modern Broadcasting position about May 1. 


An independent station with a projected airdate of May 21, witt-Tv Milwaukee will carry 
all live programming in full color, according to its recently named general manager, J. I. 
Meyerson. Mr. Meyerson brings a spate of experience to Milwaukee with him. For the past 
two years, he has served as national sales representative for stations owned by Time, Inc.— 
KLz-tv-am Denver; KTVT and KDyYL Salt Lake City and Kos-tv-am Albuquerque. Before that, 
he was at KOB-tv-am as general manager for three years. Previously, he had served as assistant 
to the publisher of the Muskogee (Okla.) Phoenix and Times Democrat and as general manager 
of KOME Tulsa. Still earlier, Mr. Meyerson was associated with the Oklahoma Publishing Co. 


for more than 20 years, holding executive positions in both newspaper and radio operations 


of the company. 


A new tv and radio station rep, Select Station Representatives, has been formed by Thomas 
Tinsley, president of Tinsley Stations which, of course, have already signed on with the national 
organization. Mr. Tinsley will serve as president of the new company with Zang Golobe as 
general manager. Originally a lawyer, Mr. Golobe got his broadcasting start with Forjoe & Co., 
becoming midwest manager in that rep’s Chicago office. He then spent two years with the 
Frederick W. Ziv Co. there before joining the sales staff of wor New York in 1950. While 
there, he became a member of that station’s celebrated Million-Dollar Club. From 1953 until 
now, he had again been with Forjoe, serving in New York as vice president in charge of all 
tv and radio sales. The new general manager resides in Roslyn, N. Y., with his wife and son 
and, as his career might indicate, is a do-it-yourself man. 
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you need tools... tools that will do the best possible 
work and the quickest! 


WRGB-TV is your best sales tool in rich Northeastern 
New York and Western New England. 480,850 families 
depend upon WRGB's 16 years of leadership to provide 
them with fine service and program quality. 


It will pay you to study the television market in our 
coverage area of 30 counties, including the important 
tri-cities of Albany, Schenectady and Troy. 





Represented Nationally by 


WRGB 


A General Electric Station 


Spot Sales 
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Post memories of the Convention: 
There was the card shark, the Wild- 
root hornblowers, the H-R piano, the 
handwriting expert, the Marlboro com- 
mercial take off and the delegate who 
really visited Shedd Aquarium. Then 
there was that hospitality suite with 
a dart game which visitors threw 
themselves into with unrestrained 
So much so, in fact, that 
just prior to checkout time the occu- 


abandon. 


pants received a note from the manage- 
ment which went something like: “The 
consistent inaccuracy of your dart- 
tossing friends resulted in damage to 
your suite of $250. Kindly settle this 
matter with the room clerk on your 
way out.” 
a * at 

The Rev. Charles E. Lunn, pastor 
of a Baptist church in Springfeld, 
Mo., we are informed by Ethel Strain- 
champs of that city’s KTTS-Tv, is a 
great believer in the pulling power of 
television. And he will be preaching 
what he practices by using titles of 
tv shows for the titles of his upcom- 
ing sermons. Examples: Ive Got a 
Secret, The $64,000 Question, I Led 
Three Lives. Strike It Rich, Name 
That Tune, Queen for a Day, Quiz 
Kids, Appointment With Adventure, 
Beat the Clock and Do You Trust 
Your Wife? 

We'd like to suggest that Rev. Lunn 
close the series with The Voice of Fire 
and Brimstone. 

* a a 

Attention all timebuyers: Don’t say 
we didn’t warn you. Murray Carpenter, 
manager of w-Two Bangor, is an 
amateur hypnotist. 

* = * 

Tv has roots: A man in Los Angeles 
who lives in a hillside home installed 
his tv set in the trunk of an oak tree 
growing through his living room. 

* 7 * 

Little Ralph, 5, has been conditioned 
by the elaborate build-ups used in 
television introductions. One day when 
he was visiting at his grandmother’s 
her sister called on the phone. Little 
Ralph talked first and when he was 


ready to let his grandmother have the 


May 1956, Television Age 


phone he announced her as follows: 
*“Well, here she is, King of the 
Grandmas!” 


* * aa 


It took Fred Schwartz, a New York 
cab driver, eight months and eighteen 
days in an action instituted in Man- 
hattan Small Claims Court, but he col- 
lected 35 cents, representing the full 
amount of an unpaid fare. This token 
victory merely confirmed the opinion 
already held by his neighbors that 
Mr. Schwartz is a man of principle. 
They recalled not too long ago when 
his landlord barred tv antennas from 
the roof. Mr. Schwartz was heard 
charging down on the superintendent, 
crying: “He can’t do this to me. | 
pay taxes. | pay good rent. This isn’t 
the kind of thing that Davy Crockett 
fought for.” 








Life. in this television age: At a coal 


mine in Barnesley, England, officials 
agreed to start the late shift one hour 
earlier, “so that the miners can get 
home in time to have a glass of beer, 
see their children before they go to 
bed and watch tv.” . . . The newspaper 
ads for the new Humphrey Bogart 
movie, The Harder They Fall, exclaim: 
“For every woman who ever watched 
the fights on tv!” .. . When the father 
of a four-year-old boy explained that 
the youngster was born on a Wednes- 
day night at five after nine, the lad 
in a matter-of-fact manner said, “Oh, 
so I missed Walt Disney.” 


* * * 


What’s in a name? or, Tv men with 
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a country: R. B. Austrian is the west 
coast manager of Du Mont Labora- 
tories’ The 
promotion manager of WTOK-TV Me- 
ridian is named Cecil Germany and 
Al La France is commercial manager 
of wirt Plattsburg. Harold S. Holland 
is the wrFsBM-tv Indianapolis chief 
engineer, and an assistant timebuyer 
at Kudner Agency, N. Y., is (Miss) 
China Colt. 


International Division. 


. * * 


Comedian Herb Shriner puts it this 
way: “What stops most people from 
buying color tv is seeing the price tag 
in black and white.” 

~ * * 

The always heavy-handed problem 
of reminding delinquent accounts that 
they are delinquent was given the 
light-verse touch recently by William 
L. Putnam, treasurer and general man- 
ager of wWwLp Springfield, Mass. He 
inclosed with invoices the following 
“Ode” to the accounts: 


Ode by One Owed 
the 


“You look lean, Mr. Putnam,” 
bookkeeper said, 

“And your cash reserves are gone flat. 

And yet you persistently stand on 


your head. 


Pray, what is the reason for that?” 


“Aha, 

“It is one of the tricks you must learn; 

In this business you always run deep 
in the red 

To do your accounts a good turn.” 


my son,” the treasurer said, 


“But your hair is so thin,” the young 
man cried, 
“Don’t you think 
overplay it? 
Many stations have 

number have died, 
While waiting for people to pay it.” 


that you might 


tried and a 


Before auditors come and the stock- 
holders sue, 
T’would be nice if they'd only send 


money. 

Just a dollar or two — or a fat check 
would do 

And then this whole verse would be 
funny. 








KPRC-TV Sells Houston With a Southwest Accent 


we 
KPRC-TV has sold Houston Gulf Coast folks since 1949 PAC V 


by givin’ °em what they want. Its top local programming is 

tailored to fit this Southwest audience . . . planned to HOUSTON 
entertain and sell every income group in Houston’s expanding CHANNEL 
market . . . delivered with a Southwestern accent. 


Buy programming experience that best serves the advertiser 


by first serving the audience . . . buy KPRC-TV. 
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